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Abstract: 
The use of celebrity endorsement is becoming more and more popular these days and is used 
by marketers and companies in order to generate more sales, create or increase brand 
recognition and also to increase brand awareness. The main purpose of this research is to find 
out whether celebrity endorsements influence the purchase behavior or intentions of the 
Indian consumers. This research is aimed to get a better understanding of which factors of a 
celebrity influences the Indian consumers, attitudes of a consumer when a celebrity suffers a 
ŶĞŐĂƚŝǀĞ ƉƵďůŝĐŝƚǇ ? ďƌĂŶĚ ŵĂŶĂŐĞŵĞŶƚ ĂŶĚ ĐŽŶƐƵŵĞƌƐ ? ƉƵƌĐŚĂƐŝŶŐ ďĞŚĂǀŝŽƌ Žƌ ŝŶƚĞŶƚŝŽŶƐ
towards celebrity endorsed products.  
India has a huge market for the endorsers and celebrities from various streams endorse 
products. Cricketers and Bollywood stars are the most popular ones chosen to endorse 
products ranging from pens to washing detergents, mobile networks to cars, every segment 
uses celebrities to have their products and brands endorsed. This research focuses on the 
impacts of the cricketers and Bollywood stars that are not just popular in India, but globally 
known and popular as celebrities too. 
Based on the purpose and research questions, an interview questionnaire was prepared to 
understand the purchase behavior and determine what factors do the Indian consumers 
actually look at or qualities they look for when they purchase any product or brand in the 
market. The interviews were held in person with the candidates who were willing to participate 
in this research and the interviews were held through the means of online communications, 
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telephone calls. Data was gathered and collected from these responses and are used further to 
discuss and analyzed to draw conclusions. 
 
 
 
Structure outline of the report: 
This research is divided into five main headings starting with the Introduction as the first main 
heading. The second main heading provides literature review of previous researches and 
theories given related to this topic and is sub divided with the area of celebrity endorsement, 
branding and consumer purchasing behavior or intentions. The third main heading describes 
and motivates the research methodology used in this research. The fourth main heading 
describes the data collected for this research is presented, discussed and analyzed. The last 
main heading comprises of recommendations and conclusions based on the findings from the 
analyzed data and supported literature. 
7 
 
 
 
  
Introduction 
 
Literature review 
Research Methodology 
Results and Discussion 
Recommendations 
and Conclusion 
8 
 
Rationale: 
The companies aim to affect the consumer behavior in order to have them purchase their 
product through the use of celebrity endorsements. But the question arises, does advertising 
through celebrity endorsements, have an impact on the buying behavior or purchase intention 
of the consumers and what level of impact do celebrities have on the consumers? This research 
paper aims to study the impact the advertisers have on the consumers and the factors like 
effectiveness, attractiveness, expertise on the minds of the potential consumers. It is 
interesting to know every second advertisement has celebrities endorsing different products of 
different companies. The aim of these companies is to influence the consumers with the help of 
the celebrities and in turn create an urge amongst the consumers to purchase the products and 
ŝŶĐƌĞĂƐĞ ƚŚĞŝƌ ƐĂůĞƐ ĂŶĚ ƌĞǀĞŶƵĞƐ ?ƵƚĚŽĞƐ ŝƚ ƌĞĂůůǇŚĂǀĞ ĂŶĞĨĨĞĐƚŽŶ ƚŚĞ ĐŽŶƐƵŵĞƌ ?Ɛ ŵŝŶĚƐ
and do they purchase the products for the quality or they purchase it based on the image 
created with the association of a certain celebrity with a certain product. Hence the question 
ĂƌŝƐĞƐ ?  “ĚŽĐĞůĞďƌŝƚǇĞŶĚŽƌƐĞŵĞŶƚƐĂĐƚƵĂůůǇŚĂǀĞĂŶ ŝŶĨůƵĞŶĐĞŽŶƚŚĞƉƵƌĐŚĂƐŝŶŐ ŝŶƚĞŶƚŝŽŶƐŽĨ
ƚŚĞ/ŶĚŝĂŶĐŽŶƐƵŵĞƌƐ ? ? 
  
9 
 
Introduction: 
A lot is spent on advertising all over the world and these advertisements are meant to influence 
their target consumers and build brand awareness in the various markets. In the early days, the 
process of announcement of the shipping schedules was done to create awareness about the 
goods being imported into India and that was advertising in itself. That was all that was needed 
during those days as there were very few products and the consumers who could afford them 
were not a large segment. However, this has been increasing rapidly in the last few decades 
globally and even when the world is facing an economic slowdown, companies and marketers 
ĚŽŶ ?ƚ ŚĞƐŝƚĂƚĞ ĨƌŽŵ ŝŶĐƌĞĂƐŝŶŐůǇ ĂĚǀĞƌƚŝƐŝŶŐ ĂŶĚ ŬĞĞƉŝŶŐ ƚŚĞ ĐŽŵƉĞƚŝƚŝŽŶ ŐŽŝŶŐ ? /Ŷ ŽƌĚĞƌ ƚŽ
increase their sales, build a brand value, create brand recognition and increase awareness 
about their brands and products, marketers and companies use or switch to celebrity 
endorsement strategy and this has become increasingly popular in the last few years. 
Marketers spend enormous amounts of revenue annually on celebrity endorsements contracts. 
This has become a million dollar industry in this era and all companies are reaching out to 
signing celebrities to endorse their products or brands in the hope to effectively establish a 
connection and build a relationship with their consumers. However, there are potential risks 
and potential rewards and it can also be said that can be unpredictable due to the nature of the 
fast paced changing advertising world.  
Celebrity endorsement advertising has been recognized as a ubiquitous feature of modern 
making. It is happening all over the world in the field of advertising. However, there is an 
obvious economic advantage of using relatively unknown or less popular personalities and 
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celebrities as endorsers in advertising campaigns is common, but using popular celebrities for 
ƚŚĂƚƉƵƌƉŽƐĞ ŚĂƐďĞĐŽŵĞ Ă ŵŽƌĞ ĐŽŵŵŽŶƉƌĂĐƚŝĐĞ ĨŽƌ ĐŽŵƉĂŶŝĞƐ ĐŽŵƉĞƚŝŶŐ ŝŶ ƚŽĚĂǇ ?ƐĞǀĞƌ
increasingly cluttered media environment. There are many reasons for such extensive use of 
celebrities in advertising. The high profile of such celebrities is perceived to help 
advertisements stand out and appeal most to their consumers and also helps improve their 
communicative ability for the endorsed product.  
Celebrities and their public image are not only used to promote established brands, but also 
used to establish new brand images, repositioning of brands or introduction of new product 
entrants in the market. Many global products are not that exposed to the global market due to 
several restrictions, such as language, power, risks, relationships, masculinity, femininity and 
many others. These also can be a cause of cultural differences between many parts of the 
world. But by using celebrities who have earned global recognition can help such global 
companies to avoid or overcome many of such differences. However, researchers in the same 
field have found that there are potential risks involved and attached to the use of celebrities for 
endorsement purposes. It is also mentioned that when negative information is publicized about 
Ă ĐĞůĞďƌŝƚǇ ? ŝƚŶŽƚŽŶůǇ ŝŶĨůƵĞŶĐĞƐ ƚŚĞ ĐŽŶƐƵŵĞƌ ?ƐǀŝĞǁŽĨ ƚŚĞ ĐĞůĞďƌŝƚǇďƵƚĂůƐŽ ƚŚĞĞŶĚŽƌƐĞĚ
product. 
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Indian Market and Celebrity Endorsements: 
dŚŝƐƐƚƵĚǇŝƐďĂƐĞĚŽŶƚŚĞ ‘ŝŵƉĂĐƚŽĨĐĞůĞďƌŝƚǇĞŶĚŽƌƐĞŵĞŶƚŽŶƚŚĞǇŽƵƚŚŽĨ/ŶĚŝĂ ? ?ĞĨŽƌĞŐŽŝŶŐ
further with the topic, a brief overview of the history of Indian Advertising is helpful to gain 
knowledge about how advertising started in the early 17
th
 century and has grown to be an 
industry worth Rs. 27000 crores. Advertising is the truth that is being spoken about but in the 
form of a fantasy. It all started in the early 17
th
 century, after the setting up of the East India 
Company in Bengal in India, and the subsequent expansion expansion of the British Colony, 
shipping played a critical role. The regular import of the British goods into the Indian Market 
ƌĞƋƵŝƌĞĚƌĞŐƵůĂƌƉƵďůŝĐŝǌŝŶŐŽĨƚŚĞƐĞŐŽŽĚƐĂŶĚƚŚĞ ‘ĞŶŐĂů'ĂǌǌĞƚƚĞ ?/ŶĚŝĂ ?ƐĨŝƌƐƚŶĞǁƐƉĂƉĞƌƐĞƚ
ƵƉďǇ:ĂŵĞƐƵŐƵƐƚƵƐ,ĞĐŬŝŝŶ ? ? ? ?ŐĂǀĞ/ŶĚŝĂŝƚ ?ƐǀĞƌǇĨŝƌƐƚŽƌŐĂŶŝǌĞĚĂĚǀĞƌƚŝƐŝŶŐƉůĂƚĨŽƌŵ ? 
India has a population of billions that are speckled in terms of ethnicity, beliefs, states, culture, 
languages, norms, values, traditions etc. Other aspects such as economic divisions that have 
created a huge number of lower and upper middle classes have almost diminished the category 
of middle class. This shows a huge disparity in the purchasing power and the decision making 
and this is of growing concern to advertisers. 
Looking at India, where people and the masses worship popular celebrities, politicians, 
cricketers as their idols, the Indian masses are relatively more influenced by such celebrities 
and popularly known faces. From Bollywood stars like Amitabh Bachchan, ShahRukh Khan , 
Aamir Khan and Rajnikanth to Cricket Stars like Sachin Tendulkar, Mahinder Singh Dhoni and 
Virender Sehwag, they have a huge audience and appeal to the population on a large scale. 
Youth is highly influenced by such celebrities and the trends they set through their movies, 
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videos and their media appearances. Some even consider them as God. There are many reasons 
why such extensive use of celebrities and because of their high profile, celebrities may help 
advertisements stand out and reach out to a larger audience and creating awareness, thus 
improving their communicative ability for the endorsed product (Atkin C. et al,1983) 
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Literature Review: 
This report is an analysis of whether celebrity endorsements influence the purchasing 
intentions of the Indian consumers. In order to analyse and understand the topic, certain areas 
of literature that needs to be critically analysed. These include areas like, celebrity 
endorsements, rise of the celebrity endorsement culture, compatibility of the celebrity with the 
product or service being endorsed, and also the risks associated with the celebrity 
endorsements and some more areas around the topic. 
The reason for studying and analysing these papers is that celebrities are primarily to attract 
consumers and try to influence their purchasing intentions which results in more sales for the 
firms. By doing this, a celebrity image in transformed into the product or service and if the 
celebrity clicks with the consumer along with the product or service or a brand that is endorsed, 
it is assumed that the consumer will purchase the product because of many factors linked to 
the celebrity and the product or service being endorsed, which will be discussed in the report 
further. 
What is a Product/Service endorsement? 
According to McCracken (1989),a celebrity is one who enjoys public recognition and uses it on 
behalf of a consumer product by appearing with it in advertisements. This is called celebrity 
endorsement and has been recognized as one of the most popular modern marketing. There is 
an obvious economic advantage of using relatively less popular face as endorsers in advertising; 
however using celebrities to fulfill those roles is becoming a more common practice for the 
companies these days. (McCracken, 1989) 
14 
 
The Meaning Transfer Model 
McCracken (1989),  describes the Meaning Transfer Model as a process that explains how a 
celebrity transfers meaning to the product being endorsed. It gives a brief understanding of the 
three stages in the process which showcases how the meaning of the product moves into the 
persona of the celebrity, followed by how it moves from the celebrity into the product and 
eventually how it moves on from the product to the consumers. 
McCracken (1989), proposes the Meaning Transfer Model as a rich and a comprehensive 
description of the endorsement process. The main theme of this model is that the celebrity 
encodes a unique set of meanings that can be transferred into the product if a celebrity is used 
effectively.  
This model is comprised of three stages including culture, endorsement and consumption. This 
model and its literature is highly used. Mitchell and Boustani (1992), also used this model to 
analyse a study on breakfast cereals and it was also found valid in a study done by Walker, 
Langmeyer and Langmeyer (1993) ǁŚŽĐŽŶĚƵĐƚĞĚĂƐƚƵĚǇŽŶ:ĞĂŶƐĂŶĚsZ ?ƐŝŶĐůƵĚŝŶŐworld 
famous celebrity like Madonna. 
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Stage 1- Culture 
According to McCracken (1989), celebrities are different and probably more influential from the 
anonymous actors that are normally used to bring meaning to the advertisements. It is evident 
that advertisements can communicate the meaning without the help of celebrities. The 
question then arises is that why should celebrities be used in an advertisement when the same 
can be achieved by using anonymous actors or less popular models in advertisements. How 
does celebrity add value to the Meaning Transfer Process?  
McCracken (1989) ? ŵĞŶƚŝŽŶƐ ƚŚĂƚ  ‘ĐĞůĞďƌŝƚŝĞƐ ĚĞůŝǀĞƌ ŵĞĂŶŝŶŐƐ ŽĨ ĞǆƚƌĂ ƐƵďƚůĞƚǇ ? ĚĞƉƚŚ ĂŶĚ
power ?. Anonymous actors can give demographic information such as distinctions of age, 
gender and social status but celebrities offer all of the mentioned with more precision and with 
the hope that the consumers relate to them with more attention. Also, celebrities provide a 
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range of personalities and lifestyle that appeal directly and attract consumers. Celebrities have 
the potential to draw powerful meanings out of their characters and attributes that they 
assume in televisions, movies, athletics and other careers. When celebrities bring out these 
objects, context and persons meanings into an advertisement, they merely pass along their 
character attributes, personalities and skills into the endorsed product and eventually transfer 
the meaning process (Stage 1 as seen in the figure above) starts from here. (Pringle,2004) 
Stage 2- Endorsement 
According to McCracken (1989),the choice of a celebrity endorser is based on the meaning they 
optimize in a sophisticated marketing plan. The main focus at this stage is that the marketing or 
advertising firm would have to determine the symbolic and main attributes or qualities of the 
product they want to put across in the message. Based on that focus, they would have to 
choose the appropriate celebrities who would successfully be able to relate their attributes or 
ƋƵĂůŝƚŝĞƐ ĂŶĚ ƐŬŝůůƐǁŝƚŚ ƚŚĂƚŽĨ ƚŚĞ ƉƌŽĚƵĐƚ ?Ɛ ĨĞĂƚƵƌĞƐ ƚŚĂƚǁŽƵůĚ ƚŚĞŶŚĞlp create a positive 
impact on the target audience and create a purchase intention. The advertising or marketing 
firm should carefully design the advertisement in such a way that it suggests the essential 
similarity between the celebrity and the product so that can lead to the last step in the 
Meaning Transfer Process, that is consumption of the product by the consumers. 
Stage 3- Consumption 
The last stage of the Meaning Transfer Process is Consumption that begins once the consumer 
sees the similarity between the celebrity and the product. McCracken defines that the final 
stage of the Meaning Transfer Process, that is Consumption is the most difficult and 
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complicated stage. The challenge is not just to recognize the product but the actual challenge 
for the advertising or marketing firms is to persuade the potential consumers so that they 
actually purchase the product after being influenced by the message which is transmitted 
through the celebrity. Once the purchase is made by the consumer, this final stage is completed 
and the Meaning Transfer Process is completed. (McCracken,1989) 
This dissertation covers literatures in the areas such as celebrity endorsements, branding and 
consumer purchase behaviour or intentions.  
Pringle (2004), states that a celebrity is chosen based on various factors such as his/her 
attributes, effectiveness, skills, popularity and many such elements. There are many articles and 
literatures written and discussed about different factors regarding celebrities that will be 
discussed further in this literature review. The celebrity image is transferred into the product 
and thus gives it a new identity or a new brand image which will be further discussed in the 
Branding section. When a brand image is formed, why the celebrities influence the minds of the 
target audience and their purchasing behaviour or intention and how the self-congruency 
image affects the consumers is also discussed further on. A detailed study of all the above 
mentioned literature will get me closer and help me in my primary research to find out the 
answers to the main question of whether celebrity endorsements do influence the consumers 
in India. 
Definition of Celebrity & Celebrity Endorsement: 
A celebrity is an omnipresent feature of the society, blazing lasting impressions in the memories 
of all who cross its path. (Kurzman.et al,2007)  Another way of defining it, as mentioned 
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before, is a person who enjoys public recognition by a certain group of masses or consumers 
and uses this recognition on behalf of a consumer good by appearing with it in advertisements 
is also known as a celebrity. (McCraken, 1989)   
According to Friedman H and Friedman L (1979), a celebrity endorser is an individual who is 
known by the people and the masses in areas other than that of the product or service that is 
endorsed. This can be said true for celebrities in India like the Bollywood superstars ShahRukh 
Khan, Amitabh Bachchan, sportsmen like Sachin Tendulkar and Mahinder Singh Dhoni, and also 
some politicians like Rahul Gandhi and Sachin Pilot. (Schlecht,2003)  
The Indian audience is becoming more and more aware and sophisticated about advertising in 
the recent years. The approach to the advertising and the consumer has to be changed 
constantly to maintain the focus or the attention of the consumers. 
Risks associated with Celebrity Endorsements: 
ĐĐŽƌĚŝŶŐ ƚŽ dŝůů ĂŶĚ ^ŚŝŵƉ ? ? ? ? ? ? ) ? ‘ĂŶ ĂƐƐŽĐŝĂƚŝǀĞ ůŝŶŬ ďĞƚǁĞĞŶ Ă ďƌĂŶĚ ĂŶĚ ƚŚĞ ĐĞůĞďƌŝƚǇ
creates a value to the celebrity endorsement. However, the establishment of such a link is not 
ǁŝƚŚŽƵƚ ƌŝƐŬ ? ? dŝůů  ? ? ? ? ? ) ƐƚĂƚĞƐ ƚŚĂƚ  ‘ŶĞŐĂƚŝǀĞ ŝŶĨŽƌŵĂƚŝŽŶ ĂďŽƵƚ ƚŚĞ ĐĞůĞďƌŝƚǇ ĂĐƚŝǀĂƚĞƐ ƚŚĞ
celebrity mode, which then activates the brand node to some degree, which then allows for the 
transfĞƌŽĨ ƚŚĞ ƌĞĚƵĐĞĚĞǀĂůƵĂƚŝŽŶŽĨ ƚŚĞĐĞůĞďƌŝƚǇ ƚŽ ƚŚĞďƌĂŶĚ ? ?dŚĞƌĞĨŽƌĞ ƚŚĞƌĞ ŝƐĂůǁĂǇƐĂ
risk involved that with negative publicity of a celebrity, the associated brand or product might 
also be affected. It is seen that only few companies are likely to use celebrities with 
controversial backgrounds in campaigns for their brands (Erdogan et al, 2001). Steinberg and 
Tracik (2003) argue that usually brands and celebrities do not suffer adversely due to scandals 
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involving celebrity endorsers. The celebrity endorsement Risk Theories discuss how these risks 
can be reduced and reviewed for better implementation of celebrities as endorsers. 
Negative Publicity: 
One of the major risks involved in using celebrity endorsers is the possibility of negative 
information or negative publicity of the celebrity. There is a possibility of a negative impact on 
the sales of the company, even the reputation of the brand in some cases, if the association of 
the celebrity is strong with the brand. Many brands and products have been badly affected by 
negative publicity if their representative or endorser has been involved in controversies and 
ĨŽƵŶĚŐƵŝůƚǇŝŶĐĂƐĞƐƐƵĐŚĂƐĐƌŝŵĞ ?ƌĂƉĞ ?ƐĐĂŶĚĂůƐ ?ĚƌƵŐƐĂŶĚƐŽŽŶ ? ‘dŚĞŚĂƌŵďƌŽƵŐŚƚƚŽƚŚĞ
reputations of these companies may decrease trustworthiness and credibility in the eyes of the 
ĐŽŶƐƵŵĞƌ ?(Till,1996). 
Overshadowing: 
Sometimes so is the case, when a celebrity endorser is used, the consumers pay more attention 
to the celebrity than to the product or brand that he or she is endorsing (Till,1996). Therefore 
he suggests that more importance be given to the product that he or she is endorsing and not 
to the endorser. It is a very thin line and the balance must be maintained, at the same time it is 
very critical to understand not to underuse the celebrity either. As cited in Till,(1996), 
Gelenne,(1995) states that under-shadowing of the celebrity is also equally a risk as 
overshadowing of a celebrity over a product is to a company. 
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Overexposure: 
A brand or a product can also have a negative impact if their hired celebrity chooses to endorse 
various other different brands or products simultaneously to theirs. Overexposure is a common 
occurrence in highly competing brands and highly recognized and popular celebrities. This can 
cause a confusion in the consumers perceptions as they will not be able to correctly recall 
which brand the celebrity stands for (Till, 1996). 
Overuse: 
Advertisers and companies use multiple celebrities to endorse their brand or products at the 
same time. The reason for this is the intention to appeal to the masses and different market 
segments with multiple celebrities that have different kinds of audiences. However, this 
strategy can produce some undesirable results and there is a possibility that it might blur the 
perception of the consumers towards the brand as each celebrity carries his own unique image 
to it. 
Extinction: 
ĐĐŽƌĚŝŶŐƚŽdŝůů ? ? ? ? ? ? ) ?  ‘ƚŚĞĨĂǀŽƵƌĂďůĞƌĞƐƉŽŶƐĞƐƚŚĂƚŚĂǀĞďĞĞŶĞŶĚĂŶŐĞƌĞĚƚŽĂƉĂƌƚŝĐƵůĂƌ
brand because of its association with a celebrity may weaken over time, particularly if the 
ďƌĂŶĚƌĞĐĞŝǀĞƐƐŝŐŶŝĨŝĐĂŶƚĞǆƉŽƐƵƌĞǁŝƚŚŽƵƚĂƐƐŽĐŝĂƚŝŽŶǁŝƚŚƚŚĞĐĞůĞďƌŝƚǇ ? ?ƚƚŚĞďĞŐŝŶŶŝŶŐŽĨ
the contract with the brand, the celebrity may be very famous or popular with the audiences 
but during the association with the brand, the celebrity may lose their popularity or become 
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less successful. This is the time when extinction of a celebrity takes place where the brand is 
even recognized without his or her association with it. 
These above mentioned are a few risks that a company must keep in mind related to 
celebrities. Till,(1998) suggests that as soon as a company realizes that the celebrities are being 
overused, getting extinct or overshadowed/under shadowed or also overexposed or receive 
negative publicity, that is the time when the company should re consider their celebrity by 
either changing them or relieving them off their association with the company. 
After closely analysing the literature of celebrity endorsement, it is very important to package 
and communicate them in the best possible way and hence it becomes very important to study 
about establishing the brand image or identity which will further influence the consumers 
purchasing behaviour as explained earlier. The next section will talk about the branding of the 
product and how a celebrity plays an important role in this process. 
What is a Brand/ Brand image: 
One of the ways to define a Brand is the emotional and psychological relationship the name has 
with its customers .A Brand is determines the position ĂŶĚ ƐƚƌĞŶŐƚŚ ŽĨ Ă ĐŽŵƉĂŶǇ ?s entire 
marketing framework (Ehret,2009) .The Dictionary of Business and Management defines a 
ƌĂŶĚĂƐ  ‘Ă ŶĂŵĞ ? ƚĞƌŵ ? ƐŝŐŶ ? ƐǇŵďŽů  ?ĚĞƐŝŐŶŽƌ ũƵƐƚĂĐŽŵďŝŶĂtion of them all, intended to 
identify goods or services of one seller or a group of sellers and to differentiate them from 
those of competitors. (Anonymous, 2011)   
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 ‘ ƌĂŶĚ ŝƐ ƚŚĂƚ ĚŝƐƚŝŶŐƵŝƐŚŝŶŐ ŶĂŵĞ ĂŶĚ ?Žƌ ƐǇŵďŽů ƐƵĐŚ ĂƐ Ă ůŽŐŽ ? ƚƌĂĚĞŵĂƌŬ Žƌ ƉĂĐŬĂŐĞ
design, created to identify the good or service of either one seller or a group of sellers, and to 
differentiate those goods or services from the others in the market. A Brand signals to the 
customer the source of the product, and protects both the customer and the producer from 
competitors ǁŚŽ ǁŽƵůĚ ĂƚƚĞŵƉƚ ƚŽ ƉƌŽǀŝĚĞ ƉƌŽĚƵĐƚƐ ƚŚĂƚ ĂƉƉĞĂƌ ƚŽ ďĞ ƐŝŵŝůĂƌ Žƌ ŝĚĞŶƚŝĐĂů ? ?
(Aaker,2000) A successful brand is one that is an identifiable product, service, person or place 
augmented in such a way that the buyer or user perceives relevant and unique added values 
which match their needs to the maximum potential (Chernatony and Rilley, 1998). Different 
sources and levels ok knowledge such as awareness, attributes, benefits, images, feelings, 
thoughts, attitudes and experiences get linked to a brand and its understanding by the 
consumer.  
Brand as Personality on the other hand, as opposed to Brand Image, this stage marks an 
important transition phase since not all brands evolve into consumer icons, especially if the 
consumers are unable to relate to the communications of the brand. At this stage, celebrities 
can be used to eliminate the disbeliefs of the customers and convince them to believe in the 
ƉƌŽĚƵĐƚƚŚƌŽƵŐŚƚŚĞĐĞůĞďƌŝƚŝĞƐ ? image.  
After understanding the meaning and importance of brand image, it is also essential to 
understand how to build brand identity which leads to influencing the consumers. The reason 
to study this closely is so that the companies use celebrity identity to enhance their product 
identity and help their product become distinct in the minds of the consumers. The conceptual 
model called PCDL Model is proposed for brand building based on the above reviews. This 
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Model has four elements that are positioning the brand, communicating the brand, delivering 
the brand performance and leveraging the brand equity. However, the first two elements have 
been closely studied for the purpose of this research and have been highlighted in the figure as 
celebrities would be play a key role in (P) positioning the brand and also help in (C) 
communicating the brand message more effectively and in some cases with precision to the 
consumers. 
 
 
The PCDL Model: 
Source : Emerald Full Text Journal Article 
Positioning the Brand: 
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ĐĐŽƌĚŝŶŐƚŽĂŬĞƌ ? ? ? ? ? ? ‘ĂďƌĂŶĚƉŽƐŝƚŝŽŶŝƐĂƉĂƌƚŽĨƚŚĞďƌĂŶĚŝĚĞŶƚŝƚǇĂŶĚǀĂůƵĞƉƌŽƉŽƐŝƚŝŽŶ
that is to be actively communicated to the target audience and that demonstrates and 
ĂĚǀĂŶƚĂŐĞŽǀĞƌĐŽŵƉĞƚŝŶŐďƌĂŶĚƐ ? ? (Aaker,1996) Positioning is all about creating a perception 
of a brand in the consumers mind and differentiating it from its competitor ?s brands or 
ŽĨĨĞƌŝŶŐƐ ĂŶĚ ƚŚĂƚ ŝƚ ŵĞĞƚƐ ƚŚĞ ĐŽŶƐƵŵĞƌ ?Ɛ ŶĞĞĚƐ ĂŶĚĞǆƉĞĐƚĂƚŝŽŶƐ ?Temporal (2000), states, 
the branding focus should be on adding psychological value to products, services and 
companies in the form of intangible benefits like the emotional associations, beliefs, values and 
feelings that people relate to the brand. At this stage all the attributes of celebrities can be 
used for further communication of the brand message.  
According to Till (1998), along with the actual quality of the product or service, brand equity is 
also related to the various intangible factors. Intangible factors play a very important role  when 
it comeƐ ƚŽ ĐŽŵŵƵŶŝĐĂƚŝŶŐ ƚŚĞ ďƌĂŶĚ ŵĞƐƐĂŐĞ ƚŽ ƚŚĞ ĐŽŶƐƵŵĞƌƐ ?  ‘/ŶƚĂŶŐŝďůĞ ĨĂĐƚŽƌƐ ŝŶĐůƵĚĞ
 ‘ƵƐĞƌŝŵĂŐĞƌǇ ?ƚŚĂƚŝƐƚŚĞƚǇƉĞŽĨƉĞƌƐŽŶǁŚŽƵƐĞƐƚŚĞďƌĂŶĚ ? ‘ƵƐĂŐĞŝŵĂŐĞƌǇ ?ƚŚĂƚŝƐƚŚĞƚǇƉĞŽĨ
situations in which the brand is used; the type of personality the brand portrays (like sincere, 
exciting, competent, rugged); the feeling that the brand tries to elicit in customers (purposeful, 
warm) and the type of relationship it seeks to build with its customers (committed, casual, 
seasonal) (Keller,2000). 
These intangible factors mentioned above are good enough factors that the advertisers can use 
ƚŽůŝŶŬƚŚĞŵƚŽƚŚĞƉƌŽĚƵĐƚ ?ƐĨĞĂƚƵƌĞƐĂŶĚŝŶĨůƵĞŶĐĞƚŚĞƉƵƌĐŚĂƐĞďĞŚĂǀŝŽƵƌŽĨƚŚĞĐŽŶƐƵŵĞƌƐ
by finding the similarities between the features of the product with intangible factors or 
attributes of the celebrities. Celebrities also have a  ‘usage imagery ?, a personality that most of 
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ƚŚĞƚŝŵĞƐƉŽƌƚƌĂǇƐŽƌƌĞƉůŝĐĂƚĞƐƚŚĞďƌĂŶĚŝĚĞŶƚŝƚǇ ?ƚŚĞƉĞƌƐƵĂƐŝǀĞĞĚŐĞĂŶĚƚŚĞ ‘y-ĨĂĐƚŽƌ ?ǁŚŝĐŚ
no ordinary individual can provide to a brand. And thus, it is that celebrities do play a key role in 
positioning the brand, and the next step is to communicate the brand message with the help of 
celebrities associated with the brand to the consumers. 
Communicating the Brand Image: 
A brand needs to create a vision of how that brand has to be perceived by its target audience. 
The first stage of the brand positioning, helps in prioritizing the focus of the brand identity but 
communicating the message enables the company to set forth the type of message, brand 
differentiation and themes that would appeal to the consumers. The challenges faced by 
companies in building brands: are to be noticed, to be remembered, to change perceptions, to 
reinforce attitudes and to create deep customer relationships (Aaker,2000). 
Parameswaran,2001 describes that a brand is the amalgam of the physical product and the 
notional images that go with the brand. Brand awareness is the ability of a potential buyer to 
recognize or recall the brand and how customers are aware of and perceive the brands or 
products. Brand awareness includes both brand recognition as well as brand recall. (MSG,2011) 
At this stage, when a company is attempting to communicate to its target audiences, the 
company would try to build its brand recognition, create brand awareness and an image about 
its company or the product with the help of celebrities and their intangible factors as 
mentioned earlier. This stage is very vital for the companies as it helps the company, in 
positioning and extending its brand and has a greater influence on the customer purchase 
processes, with the help of a celebrity endorsing their product or brand. 
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Thus, associating a celebrity image and branding a product will help enhance the brand image. 
Positioning and communicating the brand strongly with a celebrity endorsing the brand is 
believed to have a positive influence on the consumers purchase intentions or behaviour as 
they would recognize the brand, increase in the recall of the brand and regular consumers of 
the brand would also become brand loyal, either because of the product or brand , or because 
of the fan following of the endorsing celebrity. However, it is not definite that if a celebrity is 
attached to a brand, it affects the purchasing behaviour or intentions of consumers. 
Hence, critically understanding literature on consumer behaviour will further facilitate in this 
research is discussed in the next sub-section of this literature review. 
Attractiveness of Celebrities: 
According to Kaikati (1987), examining the effectiveness of endorsers is vital for practitioners 
and academics. There have been a numbers of studies that have examined to determine under 
what conditions endorsers or celebrities are appropriate for products. Agarwal and Kamakura 
(1995); Atkin and Block (1983); Freiden (1984); Kamins(1989); Kamins, Brand, Hoeke and 
More,1989; Ohanian (1991); Tripp, Jensen and Carlson (1994) have literatures covering the 
same or similar areas.  
A wide range of product categories like toiletries to telephone networks, ready-made garments 
to soap detergents. Advertisers are using celebrities as brand ambassadors to sell their 
products. The advertising industry in India is estimated to be approximately Rs.21,145 crores in 
the year 2010. (Economic Times,2010)   
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According to McCracken (1989), attractiveness does not simply mean physical attractiveness, 
but also includes other virtuous characteristics that consumers might perceive in a celebrity 
endorser, for example, intellectual skills, personality traits, lifestyles or athletic skills. According 
to Kamins (1990), an attractive celebrity is likely to be an especially potent source of brand 
image because of the dual benefit of their celebrity status and attractiveness. A research was 
carried out by Leiu et.al (2007), to determine the effectiveness of celebrity endorsement and 
was discovered that not only do celebrities have a positive influence on consumers because of 
their attractiveness, but a recall of brand also increases due to their attractiveness. These 
arguments of the source attractiveness have also been supported by authors like (Kahle and 
Homer (1985); Baker and Churchill (1977); Mills and Harvey (1972); Mills and Aronson (1965), 
some researchers like Caballero et.al (1989); Bower and Landreth (2001) feel that physical 
attractiveness has been given more importance and other attributes of a celebrity have been 
ignored. To sum it all it can be said that there is no doubt that in most cases, attractive celebrity 
endorsers enhance attitudes towards advertising and brands, but if they are successful in 
creating purchasing intentions is uncertain. 
McCracken (1989), states that not only does the attractiveness appeal to the consumers but the 
product and celebrity could appeal more if the chosen celebrity was also an expert in the field 
of the product that they were endorsing.  
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Attribute with more relevance - Attractiveness vs Expertise: 
An endorser not only had to be attractive to create a centre of attention and induce purchase 
intention for the endorsed product but the chosen celebrity endorser also had to be an expert 
in the field of the product that they were endorsing (Till and Busler,1998).  Expertise is defined 
ĂƐ ‘ƚŚĞĞǆƚĞŶƚƚŽǁŚŝĐŚĂĐŽŵŵƵŶŝĐĂƚŽƌŝƐƉĞƌĐĞŝǀĞĚƚŽďĞĂƐŽƵƌĐĞŽĨǀĂůŝĚĂƐƐĞƌƚŝŽŶƐ ? (Pringle, 
2004). It refers to the experience, knowledge or skills the endorser possesses. To validate this, 
Till and Busler (1998) carried out a research which was to test what was more effective, 
attractiveness or expertise, which persuades the consumers to purchase the endorsed product. 
This research was done with undergraduate students and was conducted using a fictitious 
endorser called Ted Franklin and described him as a member of the US Olympic Water Polo 
ƚĞĂŵ ?dŚĞǇŵĂĚĞdĞĚ&ƌĂŶŬůŝŶ ?ƐƉŝĐƚƵƌĞƐ ?ŽŶĞǀĞƌǇĂƚƚƌĐƚŝǀĞůŽŽŬŝŶŐĂƚŚůĞƚĞĂŶĚŽŶĞǁŝƚŚůĞƐƐ
attractive face features and body shape. Subjects were given advertisements to view in which 
they had to pair the either images of Ted Franklin with a pen or a perfume. Their purchase 
intent was measured by the scaling method and the findings showed that the subjects were 
more attracted towards the good looking or rather more attractive image of Ted Franklin and 
associated him with a perfume. The justification given by the authors for this result was that 
the participants linked the attractive looking image of the athlete with an attractive perfume 
bottle rather than a pen. 
This analysis did showcase that the physical attractiveness had more of a positive influence on 
ƉĞŽƉůĞďƵƚŝƚĨĂŝůĞĚƚŽĨŝŶĚĂ ‘ŵĂƚĐŚ-ƵƉĞĨĨĞĐƚ ?ďĂƐĞĚŽŶƚŚĞƉŚǇƐŝĐĂůĂƚƚƌĂĐƚŝǀĞŶĞƐƐďĞĐĂƵƐĞƚŚĞ
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products used for the research were not apt in comparison to the celebrity endorser. The 
expertise of the character was also not utilized to its maximum potential to play an important 
role in the creation of a purchasing intent or decision making of the participants. According to 
Hovland, et al. (1953) and Ohanian (1991) it does not really matter whether an endorser is an 
expert or attractive or an attractive expert but all that really mattered is how the target 
audience perceives the endorser.  
A recall of the brand information is significantly higher when the endorser is highly congruent 
with the brand. (Walker,et al. 1992). The research mentioned above, its analysis highlight the 
fact that a celebrity would not be effective only on the basis of his or her attractiveness or 
expertise, but also, that his or her attributes should match with the product that he or she is 
endorsing. Hovland, et al. (1953) and Ohanian (1991) also state that a match between an 
endorser and a product improves advertisements effectiveness not just with the endorser ?s 
ĂƉƉĞĂƌĂŶĐĞ Žƌ ĂƚƚƌĂĐƚŝǀĞŶĞƐƐ ? ďƵƚ ĂůƐŽ ďǇ ŝŶĐƌĞĂƐŝŶŐ ƉĞƌĐĞƉƚŝŽŶƐ ŽĨ ƚŚĞ ĞŶĚŽƌƐĞƌ ?Ɛ ĞǆƉĞƌƚŝƐĞ
about the product. Hence, the study of Match- Up- Hypothesis will provide a deeper 
understanding to this research.  
Match-Up-Hypothesis (The Perfect Fit Theory): 
According to McCracken (1989) some product endorsements work better than the other due to 
an appropriate match or congruency between the celebrity and the product being endorsed. 
dŚŝƐĐŽŵďŝŶĂƚŝŽŶŽĨƉƌŽĚƵĐƚĂŶĚĞŶĚŽƌƐĞƌĨŝƚŝƐĐĂůůĞĚƚŚĞ ‘DĂƚĐŚ-up-hypotheƐŝƐ ?. Kamins (1990) 
ƐƵŐŐĞƐƚƐ ƚŚĂƚ ǁŚĞŶ ƚŚĞƌĞ ŝƐ Ă  ‘Ĩŝƚ ? Žƌ Ă  ‘ŵĂƚĐŚ ? ďĞƚǁĞĞŶ ƚŚĞ ĞŶĚŽƌƐĞƌ ĂŶĚ ƚŚĞ ƉƌŽĚƵĐƚ ? ƚŚŝƐ
forms the match-up-hypothesis. 
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For example, a match-up-hypothesis means that when an athlete endorses a sport-related 
product and he is regarded as a celebrity, an expert and a superstar simultaneously. One such 
example in the Indian market can be seen in the advertisement by Sachin Tendulkar, a globally 
ƉŽƉƵůĂƌĐĞůĞďƌŝƚǇĐƌŝĐŬĞƚĞƌĞŶĚŽƌƐŝŶŐƚŚĞ ‘ŽŽƐƚ ?ĞŶƌŐǇĚƌŝŶŬ ?/ƚŚŝƚĞŶŽƌŵŽƵƐƉŽƉƵůĂƌŝƚǇwith 
cricketers endorsing the drink when it started in the 1980 ?Ɛ ? ďƵƚ ^ĂĐŚŝŶ dĞŶĚƵůŬĂƌ ŚĂƐ ďĞĞŶ
associated with this brand for approximately 35years now ?ƐŝŶĐĞƚŚĞ ? ? ? ? ?Ɛ. (GSK,2007) 
According to this research, the advertising firms must be very careful and attentive to minute 
details while choosing an appropriate celebrity for the appropriate product. Choosing an 
appropriate celebrity who connects with the target audience is one of the key components to 
making the advertising campaign a success. Evans (1998) claims that if celebrities do not have a 
distinct and appropriate relationship to the product they are endorsing, tends to lead to the 
 ‘sĂŵƉŝƌe ĨĨĞĐƚ ? ? dŚŝƐ ŽĐĐƵƌƐ ǁŚĞŶ ƚŚĞ ĂƵĚŝĞŶĐĞ ƌĞŵĞŵďĞƌƐ ƚŚĞ ĐĞůĞďƌŝƚǇ ŵŽƌĞ ƉƌŽŵŝŶĞŶƚůǇ
rather than the product or service. Evans(1998) ĂůƐŽƐƚĂƚĞƐƚŚĂƚ ‘ĐĞůĞďƌŝƚŝĞƐƐƵĐŬƚŚĞůŝĨĞ-blood 
of the product dry, when a distinct and specific relationship does not exist between the product 
and the celebrity ? ? 
In order to test the Match-Up  WHypothesis, a study was conducted by Till and Busler (1998). 
They created a fictional character named Ted Franklin as an actor for one group and as an 
athlete for another group. The subjects had to match the personality of Ted to two different 
products, one to a candy bar and a second to an energy bar. 
The result was that the athlete and the actor ?s image would influence the subjects mind and 
they associated the energy drink with the athlete and the candy bar with the actor. This 
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demonstrated that the expertise dimension would be more useful than the attractiveness in 
matching endorsers with the brand. Martin (1996), ĂůƐŽ ƚĞƐƚĞĚ ƚŚĞ  ‘ƉĞƌĨĞĐƚ-Ĩŝƚ ? ƚŚĞŽƌǇ ďǇ
conducting a similar survey and also found that the expertise criteria would be more useful 
than attractiveness in matching endorsers with the brand. 
On the contrary, Bower and Landreth (2001), challenge the Match-Up-Hypothesis with their 
research that resulted to the conclusion that Highly-Attractive-DŽĚĞůƐ  ?,D ?Ɛ ) ĂƌĞ ŶŽƚ ƚŚĞ
most effective choice for all categories of attractiveness-relevant products.  
Farrell et.al (200) ,  conducted a research on the same parameters that supported the product 
Match-Up-,ǇƉŽƚŚĞƐŝƐ ?ĂŶĚƉƌŽŵŽƚĞƐƚŚĞ ‘WĞƌĨĞĐƚ-&ŝƚ ?dŚĞŽƌǇ ?The aim of their research was to 
study the impact of a popular Golf playeƌŶĂŵĞĚdŝŐĞƌtŽŽĚƐ ?ƚŽƵƌŶĂŵĞŶƚƉĞƌĨŽƌŵĂŶĐĞŽŶ ?
different companies endorsed by him.  They studied excess stock market returns for the three 
publicly traded companies that Woods endorses, (American Express, Fortune Brands and Nike). 
Due to the already established large companies and huge market value, like American Express 
ĂŶĚ &ŽƌƚƵŶĞ ƌĂŶĚƐ ? ƚŚĞǇ ĂƌŐƵĞĚ ƚŚĂƚ dŝŐĞƌ tŽŽĚƐ ? ƉĞƌĨŽƌŵĂŶĐĞ ŵĂǇ ŚĂǀĞ Ă ŶĞŐůŝŐŝďůĞ Žƌ Ă
relatively smaller impact on these mentioned brands. However, due to the association of the 
sports personality with the sports brand, Nike excess returns appeared to be strongly linked to 
the performance of the sports person endorsing the sports brand in reference. (Friedman and 
Friedman 1979;Ohanian 1991). The researchers argued that the excess returns are strongly 
due to the additional publicity that Nike receives when Tiger is playing and is in contention to 
win. The justification to this by researchers is that since Tiger Woods wears Nike apparel when 
he plays during his tournaments, the Sports Brand Nike benefits from the increased exposure 
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ĞǀĞƌǇ ƚŝŵĞ dŝŐĞƌ ŝƐ ƐŚŽǁŶ ŽŶ ƚĞůĞǀŝƐŝŽŶ ? dŚŝƐ ŚĞůƉƐ ŝŶ ŵŽƌĞ ƐĂůĞƐ ĨŽƌ EŝŬĞ ƐŝŶĐĞ ŝƚ ?Ɛ Ă ƐƉŽƌƚƐ
brand and that the brand matches the field and image of the sports celebrity endorser Tiger 
Woods, and the returns for American Express and Fortune Brands excess returns are not that 
ƌĞůĞǀĂŶƚ ƚŽ dŝŐĞƌ tŽŽĚƐ ? ƉĞƌĨŽƌŵĂŶĐĞ ƐŝŶĐĞ ƚŚĞǇ ĂƌĞ ďƌĂŶĚƐ ĞŶĚŽƌƐĞĚ ďǇ Śŝŵ ďƵƚ ĂƌĞ ŶŽƚ
directly related to his area of expertise. 
The researchers thus came to the conclusion that they find the choice of the endorser to be 
critical and firms should try to match the endorser with the product. This finding strongly 
results in support of the Match-Up-Hypothesis being a positive insulator.  
However, critiquing the Match-Up-Hypothesis Theory, other than the Match-Up-Theory or the 
Perfect-Fit Theory, there are three types of personalities that have to effectively merge and co-
relate if the celebrity endorsement is needed to click with the consumers. These are : celebrity 
personality, product/brand personality and the personality of the target audience of the 
product. Further it is also stated by him that the Match-Up Hypothesis may be required to be 
extended beyond attractiveness and credibility towards a consideration, considerable focus 
must be given to match the celebrity and product image with the target audience, while 
matching the entire image of the celebrity with the endorsed brand or product. (Pringle,2004) 
,ĞŶĐĞĂƐŵĞŶƚŝŽŶĞĚďĞĨŽƌĞ ?ƚŚĞDĞĂŶŝŶŐdƌĂŶƐĨĞƌDŽĚĞůĂŶĚWƌŝŶŐůĞ ?Ɛ  ? ? ? ? ? )statement was 
referred to in this research. But it should be noticed that nowadays, there are many products 
and brands that are being successfully endorsed by celebrities who are not necessarily directly 
related to their expertise or their field, which in some way challenges the Match-Up-Hypothesis 
Theory yet again.  
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References to the Indian Market in this regard will be discussed further in this research.  
Do celebrities have a positive influence on the consumers when they endorse a product or 
brand/ which is not related to their field? 
Martin,(1996) conducted a study that will help provide a better understanding on this topic. 
Martin,(1996) conducted this research by taking an example of sports personalities, as a 
celebrity, endorsing for a non-sporting product. 
In order to answer the research questions, data was collected from 115 college students aged 
between the age group of 20-26years, because according to the author sports endorsements 
are usually targeted towards this age group. The author used a seven-point Likert type scale in 
order to get analysis from his subject group.  
The results of this research indicated that people interested in sports would actually prefer a 
sports related celebrity endorsing a sports product as that would increase their confidence and 
positive attitude towards the product. However, the research also indicated that the 
participants who were not directly interested in Sports did not mind if a sports celebrity was 
endorsing a non-sporting product. ĐĐŽƌĚŝŶŐƚŽWƌŝŶŐůĞ  ? ? ? ? ? ) ? ?ĂĐĞůĞďƌŝƚǇ ŝŵĂŐĞĚŽĞƐƉůĂǇĂŶ
important role when he endorses a product not ƌĞůĂƚĞĚ ƚŽ ŚŝƐ ĨŝĞůĚ ? ? dŚƵƐ ? ƚŚĞ ƌĞƐƵůƚ ŽĨ ƚŚĞ
study concluded by stating that Match-Up-,ǇƉŽƚŚĞƐŝƐ ŝƐǀŝƚĂůĨŽƌƐƚŝŵƵůĂƚŝŶŐĐŽŶƐƵŵĞƌ ?ƐŵŝŶĚ
and definitely has a positive attitude on their minds. However, moderate incongruity between 
the celebrity and the endorsed product might also be accepted but it generally depends on how 
the receivers perceive it. 
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According to the above mentioned thesis, celebrities are generally considered to have a 
positive impact on the consumers, but there are certain risks also involved that one has to keep 
in mind while hiring celebrities as their brand ambassadors. Hence, it can be said that there are 
two sided effects of celebrity endorsements. There are risks associated with celebrity 
endorsements that are going to be discussed further in this research. 
Consumer Purchasing Behaviour or Intentions: 
The rapidly ever increasing competition has provoked many companies and advertisers to 
ƵŶĚĞƌƐƚĂŶĚĂŶĚĚĞƚĞĐƚƚŚĞĐŽŶƐƵŵĞƌƐ ?ĂĐƚƵĂůŶĞĞĚƐŝŶŽƌĚĞƌƚŽƐĂƚŝƐĨǇƚŚĞŵ ?ǇŝĚĞŶƚŝĨǇŝŶŐƚŚĞ
consumers purchasing or buying behaviour, companies want to target their product and 
services directly towards the consumers need (Schiffman and Kanuk,2004). The main purpose 
of understanding consumer buying behaviour or intentions is to identify what influences 
consumers to purchase celebrity endorsed products. This section of the literature enhances the 
link between how celebrities influence the brand or product image and how the consumers get 
influenced to buy that particular celebrity endorsed product. At this section, an attempt to 
illustrate the link between celebrities influences over the consumers directly to purchase the 
product. 
For the purpose of this research, the Elaboration Likelihood Model (ELM) will be studied which 
specifies that the celĞďƌŝƚǇĞĨĨĞĐƚŝǀĞŶĞƐƐĂůƐŽĚĞƉĞŶĚƐŽŶƚŚĞĐŽŶƐƵŵĞƌƐ ?ůĞǀĞůŽĨŝŶǀŽůǀĞŵĞŶƚ
with the product being advertised. 
In order to understand how the choices or decisions are made, the Elaboration Likelihood Model 
helps us understand better as to how the decision process takes place. This topic is huge enough 
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to write a dissertation in itself. However, this model is only explained and discussed briefly as in 
my view it is important to know how decision process takes place. 
The Elaboration Likelihood Model (ELM): 
The Elaboration Likelihood Model assumes that once a consumer receives a message, he or she 
begins to process it. The ELM was devised by Petty and Cacioppo (1983), and since then has 
been a base for many studies done by McKenzie and Belch, 1986; Heath et al. ,1994 and 
Stephenson et al, 2001.  It was developed to explain the process by which persuasive 
communications, such as, how advertisements lead to persuasion by influencing methods 
(Johansson & Sparredal, 2002). 
This model suggests that, one of the two routes to persuasion is followed by consumers. 
According to Petty and Cacioppo (1983), high elaboration means that the receiver engages in 
careful consideration, thinking and evaluation of the information or arguments in the 
advertisement, whereas low elaboration occurs when the receiver does not engage in active 
information processing or thinking but rather makes inferences about the position being 
advocated in the message on the basis of simple positive or negative cues. The consumer takes 
a central route under conditions of high involvement and a peripheral route is adopted under 
low involvement conditions. 
The Central route to persuasion holds that a person is more likely to be persuaded if he is able 
to elaborate on a message extensively. This usually happens when consumers finds the 
information in a persuasive message to be relevant, interesting, topics related to prior 
knowledge or something to argue about then, he or she will carefully attend to the message 
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and give their own inputs or arguments. The peripheral route mentions that is a person is 
unable to elaborate on a message extensively, and then he or she may still be persuaded by 
factors that are not directly related to the actual content of the message itself. The consumer is 
ůŝŬĞůǇƚŽŐĞƚƉĞƌƐƵĂĚĞĚďǇƵƐŝŶŐĐƵĞƐƐƵĐŚĂƐƚŚĞƉƌŽĚƵĐƚƐ ?ƉĂĐŬĂŐĞ ?ƚŚĞĂƚƚƌĂĐƚŝǀĞŶĞƐƐŽƌƚŚĞ
source in which the message is presented.  
 
The Elaboration Likelihood Model 
Source:  Petty and Cacioppo,1986. 
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Implications of the Elaboration Likelihood Model for Celebrities: 
Lord, Lee and Sauer (1995) conducted a test of the ELM Model to show the effectiveness of a 
celebrity. This test demonstrated that effectiveness of a celebrity endorser an advertisement 
ĚĞƉĞŶĚĞĚ ŽŶ ƚŚĞ ƌĞĐĞŝǀĞƌƐ ? ŝ ?Ğ consumers ? involvement level. The test results showed that 
when involvement was low, the celebrity endorser had a significant effect on attitudes and 
ǁŚĞŶƚŚĞƌĞĐĞŝǀĞƌƐ ?ŝŶǀŽůǀĞŵĞŶƚǁĂƐŚŝŐŚ ?ƚŚĞĐĞůĞďƌŝƚǇŚĂƌĚůǇŚĂĚĂŶǇĞĨĨĞĐƚŽŶƚŚĞďƌĂŶĚĂŶĚ
the quality of the message had more importance than the celebrity in the advertisement. 
The justification given by the authors was that a celebrity might be a peripheral cue in the low-
involvement situation, allowing the receiver (consumer) to develop favourable or unfavourable 
attitudes based purely on the feelings towards the celebrity endorsing the product or brand 
than the message in the advertisement. Solomon et al. (1996) justify that low-involvement 
products may be purchased by consumers chiefly because of an attractive packaging design or a 
popular spokesperson or celebrity endorsing it. Whereas, on the other hand they say that a 
highly involved customer employs a more detailed processing of the quality of the message 
content and is less influenced by the celebrity use in the advertisement. They also argue that 
the message factors, such as the quality of the arguments presented will be more important in 
determining attitude change and purchase intentions of the consumers. 
This model helps us understand how the celebrities leave an impact on the consumers mind and 
how consumers relate the brands or products to the endorsing celebrities. This is also 
demonstrated in the interviews taken in order to study how consumers associate the celebrity, 
because of their public image or their work or expertise field, to the product that they think is 
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related to their expertise. For example, consumers relate to Sports celebrities more than actors 
endorsing any energy drink or sports shoes like Nike or Reebok. 
Hence, the ELM Model proves that, only celebrities do not have an influence on the intentions 
ŽĨĂƉƌŽĚƵĐƚ ?ďƵƚĂůƐŽƚŚĞĐŽŶƐƵŵĞƌƐ ?ŝŶǀŽůǀĞŵĞŶƚƚŽǁĂƌĚƐƚŚĞĐĞůĞďƌŝƚǇĂŶĚƚŚĞƉƌŽĚƵĐƚƉůĂǇƐ
an important role in the buying process. This model will be very helpful in this research as it will 
give an in depth view in the analysis that will be found from the answers of the survey and will 
also help in determining the attitudes towards celebrities and the endorsed product. This 
model will also help in analysing the involvement level of consumers towards products and the 
advertisements. 
According to Solomon et al. (1996), the ELM model is closely related to the literature of Self-
Image Congruence. Thus the study of the Self-Congruence Model will help provide an in depth 
view into why do consumers get influenced by celebrity image when they endorse products. 
Self-Image Congruence: 
It is important to understand that consumers consume the symbolic meaning of those products 
as portrayed in their images rather than consume products for their material utilities, by Elliot, 
1997 pp.286 as cited by Jamal and Goode (2001). Previous researches indicate the self-image 
product image congruity (usually referred as self-image congruence) can affect consumers ? 
product preference and their purchase intentions. This was further supported by Bhatt and 
Reddy (1998) who state the brands have both functional as well as symbolic significances for 
consumers. 
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Self-ŽŶĐĞƉƚ ĐĂŶ ďĞ ĚĞĨŝŶĞĚ ĂƐ  ‘ƚŚĞ ƚŽƚĂůŝƚǇ ŽĨ ƚŚĞ ŝŶĚŝǀŝĚƵĂů ?Ɛ ƚŚŽƵŐŚƚƐ ĂŶĚ ĨĞĞůŝŶŐƐ ŚĂǀŝŶŐ
ƌĞĨĞƌĞŶĐĞ ƚŽ ŚŝŵƐĞůĨ ĂƐ ĂŶ ŽďũĞĐƚ ?, by Sirgy,1982; as cited in Jamal and Goode,2001. This 
concept helps marketers to understand the way consumers make a choice in context of 
symbolic meanings and personality images, by Onkvisit and Shaw,1987; as cited by Jamal and 
Goode,2001. ĐĐŽƌĚŝŶŐƚŽ^ĐŚŝĨĨŵĂŶĂŶĚ<ĂŶƵŬ ? ? ? ? ? ? ?ƚŚĞƉĞƌĐĞƉƚŝŽŶƐŽĨƐĞůĨĂƌĞĐůŽƐĞůǇƌĞůĂƚĞĚ
with the personality in the sense that individuals are more likely to buy brands whose 
ƉĞƌƐŽŶĂůŝƚŝĞƐĐůŽƐĞůǇƌĞƐƉŽŶĚƚŽŝŶĚŝǀŝĚƵĂůƐ ? own self-ŝŵĂŐĞƐ ? ? 
Different conceptualisations for self-concept have been used in previous studies by Hawkins et 
Ăů ? ? ? ? ? ? ?DĞŚƚĂ ? ? ? ? ?ĂŶĚ^ĐŚŝĨĨŵĂŶĂŶĚ<ĂŶƵŬ ? ? ? ? ?ĂƐĐŝƚĞĚŝŶ:ĂŵĂůĂŶĚ'ŽŽĚĞ ? ? ? ? ? ? ‘ĐƚƵĂů
Self- is how an individual sees himself or herself; Social Self- is how an individual feels when 
others see him or her and Ideal Social Self- is how an individual would like others to see him or 
her. 
The study of this literature is important for this research as consumers might perceive or aspire 
to be like a celebrity and in the process purchase the product. The self-image is that which turns 
out to be the needs for the consumers which in turn results in purchase of a product. As 
purchase and consumption act as a self-expression of an individual, consumers often buy 
products or brand that are perceived to be similar to their own self-concept, by Graef,1996; as 
ĐŝƚĞĚ ŝŶ :ĂŵĂů ĂŶĚ 'ŽŽĚĞ ? ? ? ? ? ? WƌĞǀŝŽƵƐ ƐƚƵĚǇ ŝŶĚŝĐĂƚĞƐ ƚŚĂƚ ƚŚĞ  ‘ƐĞůĨ-image congruity can 
ĂĨĨĞĐƚ ĐŽŶƐƵŵĞƌƐ ? ƉƌŽĚƵĐƚ ƉƌĞĨĞƌĞŶĐĞƐ ĂŶĚ ƚŚĞŝƌ ƉƵƌĐŚĂƐĞ ŝŶƚĞŶƚŝŽŶƐ ? ? ďǇ ƌŝŬsen,1996; 
Mehta,1999 as cited by Jamal and Goode,2001. Hence, consumers might prefer to buy brands 
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that have images compatible close to their self-image (Jamal and Goode,2001). And so this 
literature might be helpful during the analysis in this research. 
However, there is very little research done on how celebrity endorsements influence the 
purchase behaviour or intentions of the consumers after absorbing the advertisement. After 
this research is carried out, then, from previous literature indications and some key insights on 
how effective are celebrities to influence the buying behaviour of the consumers which would 
be crucial information for companies who invest huge amounts in celebrities to endorse and 
promote their brands and products or services. 
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Research Design and Methodology: 
The purpose of this research is to study and have an in depth insight on the influence of the 
celebrity endorsements on the purchasing behaviour of the Indian consumers and also to 
examine the factors that influence the Indian consumers to purchase a celebrity endorsed 
product. The aim of this research methodology is to develop an appropriate process which will 
help study and evaluate the collected data which in turn will help me achieve the research 
objectives mentioned above. 
 ‘ZĞƐĞĂƌĐŚ ĚĞƐŝŐŶ ĞƐƐĞŶƚŝĂůůǇ ƌĞĨĞƌƐ ƚŽ ƚŚĞ ƉůĂŶ Žƌ ƐƚƌĂƚĞŐǇ ŽĨ ƐŚĂƉŝŶŐ ƚŚĞ ƌĞƐĞĂƌĐŚ ? (Henn, 
Weinstein and Foard,2006). The research design consists of a research structure and a research 
ƐƚƌĂƚĞŐǇ ?  ‘ ƌĞƐĞĂƌĐŚ ƐƚƌĂƚĞŐǇ ǁŝůů ďĞ Ă ŐĞŶĞƌĂůƉůĂŶ ŽĨ ŚŽǁ ǇŽƵ ǁŝůů ŐŽ ĂďŽƵƚ ĂŶƐǁĞƌŝŶŐ ƚŚĞ
ƌĞƐĞĂƌĐŚƋƵĞƐƚŝŽŶ ? ? 
Research Philosophy: 
The critical review of the literature has helped me to identify different factors that influence 
ĐŽŶƐƵŵĞƌƐ ?ƉƵƌĐŚĂƐŝŶŐďĞŚĂǀŝŽƵƌƚŽǁĂƌĚƐĐĞůĞďƌŝƚǇĞŶĚŽƌƐĞŵĞŶƚƐ ? However, there is no clear 
answer to the specific factors that answers the proposed area of research that is, do celebrity 
endorsements have an impact on the purchasing behaviour or intentions of the Indian 
consumers. 
I will be aiming to build upon these factors highlighted by previous researchers and their 
studies and attempt to deduct it down to the key factors relating to the research question.  
42 
 
A researcher can collect data through various methods and analyse the collected data closely. 
However, it is important for a researcher to choose the appropriate methodology that helps 
him or her to answer the research question in the best possible way. A methodology is defined 
ĂƐ  ‘ĂŶ ĂƉƉƌŽĂĐŚ ƚŽ ƚŚĞ ƉƌŽĐĞƐƐ ŽĨ ƚŚĞ ƌĞƐĞĂƌĐŚ ? ĞŶĐŽŵƉĂƐƐŝŶŐ Ă ďŽĚǇ ŵĞƚŚŽĚƐ ? ǁŚĞƌĞĂƐ Ă
ŵĞƚŚŽĚŝƐĚĞĨŝŶĞĚĂƐ ‘ĂƚĞĐŚŶŝƋƵĞĨŽƌĐŽůůĞĐƚŝŶŐĂŶĚŽƌĂŶĂůǇƐŝŶŐĚĂƚĂ ? ? 
Research data obtained is of various two types: there is Primary Data and there is Secondary 
data. Primary data is data generated from an original source, Surveys, questionnaires; focus 
groups and so on are all examples of sources of primary data. Secondary data is data gathered 
or collected from already existing sources like internet, databases, publications; journals are all 
examples of sources of secondary data. 
Creswell (2003) has made some suggestions for researchers while designing or choosing their 
research methodology. The researcher needs to fully consider and address the research issue or 
concern. The research needs to be designed in a way that is best suited for approaching the 
conclusion of the research question. The researcher needs to be aware and realize or identify 
his or her research skills and choose the approach that best compliments their work. The 
researcher also needs to keep in mind the audience through which he or she will collect the 
data from. 
In this research, in order to study the research question, use of both primary and secondary 
data will be made. Primary data will be collected through personal interviews on telephones, 
personal interviews with Indian candidates studying here at the Nottingham University, via 
email, and virtual conferencing means. This research forms the most important part of the 
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research as this part is directly related to the target audiences. This method allows discovering 
the purchase intent of the students, their attitude towards celebrity and the brand and so on. 
Secondary data will be collected through various publications, journals, internet, and other case 
studies and so on. This research methodology forms the base for the deductive approach to 
evaluate the hypothesis which emerged in the previous literatures. Resources used literature 
reviews from books, journals, databases and websites. Secondary research started with the 
understanding of the fundamentals of students purchasing behaviour or intentions towards 
celebrity endorsements. 
In relation to this research, I am also attempting to find out the purchasing behaviour or 
intentions of the students and also finding out if the Indian consumers get influenced by 
celebrities endorsing a product or not really. This is where I will also be looking to test the 
existing factors that previous researchers have found out to deduce to a clear answer to the 
ƉƌŽƉŽƐĞĚƌĞƐĞĂƌĐŚ ?dŚŝƐŵĞƚŚŽĚŝƐĐĂůůĞĚ ‘ĞĚƵĐƚŝŽŶ ?ǁŚĞƌĞĂĐĐŽƌĚŝŶŐƚŽ,ĞŶŶ ?tĞŝŶƐƚĞŝŶĂŶĚ
Foard (2006), you start with theory and use it to explain your respective observations.  
The construct of the Deductive approach methodology according to Henn, Weinstein and Foard 
(2006), ‘ŝĨǇŽƵďĞŐŝŶǁŝƚŚƚheory, and use it to explain particular observations, then this is known 
ĂƐĚĞĚƵĐƚŝŽŶ ? ? Deduction begins with the construction of a theory or model. According to Henn, 
Weinstein and Foard (2006), this approach is often referred to as using the hypothetic-
deductive method, associated with theory-then-research strategy, which is exactly the strategy 
used for this research. For this research, theory was also consulted which then guided the 
formulation of the specific research questions. Research questions were constructed as 
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propositions which were then tested with empirical data. This approach is also used to collect 
Qualitative and Quantitative approach. However, a limitation to this type of research could be 
that the subject area becomes too vast and this may lead to lack of focus and the objective 
could be less defined resulting in an incomplete research. 
The main aspects of research methodologies followed in the development process for this 
research are Primary Research and Secondary Research: 
Primary Research: 
Primary Research is the most important part of the research. This research is directly related to 
and done with the target audience. A questionnaire was prepared in order to take personal 
interviews and was targeted at the youth that includes college/university students and working 
professionals between the age group of 21-35. The questions were based on a pattern that was 
intended to identify the buying pattern and purchasing behaviour of the youth, their attitude 
towards the celebrity and celebrity endorsed brands and products, the brands and their 
perception and so on. The interview included open ended questions that gave the participants 
the scope to answer in detail and the interviews were analysed based on thematic analysis, and 
this is explained further in the research. Thematic analysis helped prove conclusions and 
recommendations are made based on these analysis.  
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Secondary Research: 
Secondary research formed the basis for the deductive approach to evaluate the hypothesis 
which was observed in the previous literatures. Resources used literature reviews from books, 
jounrals, databases and websites and previous papers on this topic. The secondary research 
started with the understanding of the fundamentals of the youth purchasing behaviour or 
intentions towards celebrity endorsed brands or products. The Qualitative research supported 
the basic idea of investigating into various matters like students purchasing behaviour, attitudes 
towards celebrity endorsed products or brands, brand image and the influence of celebrity 
endorsements on the purchasing behaviour of the youth in India.  
 
Method: 
This research is based on a Qualitative research approach and such research study is done on 
the analysis of words and images. Qualitative approach has its strengths and limitations. This 
type of research is done in a close research environment and this method helps the researcher 
ŐĂŝŶĂŶŝŶƐŝĚĞƌ ?ƐǀŝĞǁof the field. This also allows the researcher to find gaps within the area of 
study that are often missed such as subtleties and complexities by the scientific and more 
positivistic enquiries. Qualitative descriptions can play as an important factor in suggesting 
possible relationships, causes, effects and dynamic processes. This type of research study uses a 
more descriptive and narrative style because statistics are not used. This approach also helps in 
gaining new insight by examining forms of knowledge that otherwise may not be available. 
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However, there are also limitations in this type of research and are mentioned further. 
(Hughes,2012) 
Qualitative research is a multi- method research that applies an interpretive yet naturalistic 
approach to its theme and is focussed within the area of its research (Denzin & 
Lincoln,2002).Rossman and Rallis (1998) have cited various advantages in using a qualitative 
research approach method. Some of them are: the research takes place in a natural and a 
neutral setting that helps the participant and the interviewer to be relaxed and less tensed. The 
research approach is not very structured and takes a natural flow and this allows room for 
flexibility.  
Interviews: 
Interviews are one of the most common methods of collecting data in qualitative research 
(Byrne,2001). He also mentions that interviews allow the participant to voice their opinion and 
describe eveŶƚƐ ŝŶ ĚĞƚĂŝů ĂŶĚ ŵŽƌĞ ĨƌĞĞůǇ ? dŚĞ ƋƵĂůŝƚĂƚŝǀĞ ƌĞƐĞĂƌĐŚŝŶƚĞƌǀŝĞǁ ŵĞĂŶƐ  ‘ĂŶ
ŝŶƚĞƌĐŚĂŶŐĞŽĨǀŝĞǁƐďĞƚǁĞĞŶƚǁŽĚŝƐĐƵƐƐŝŶŐĂďŽƵƚĂƚŚĞŵĞŽĨŵƵƚƵĂůŝŶƚĞƌĞƐƚ ? (Kvale,1996). 
Interviews can be described as in depth, exploratory, semi structured or unstructured. The main 
purpose in this form of qualitative research is to comprehend the research topic from the 
perspective of the interviewee and to understand how and why they arrive at a particular 
perspective (King,2004). The relationship between the employer and employee is another key 
feature in the qualitative research. According to Alexis et al. (2006), open ended questions 
allow participants to express freely and help provide a detailed description of events. Although 
interviews may be time consuming, finding the right respondent, availing time and probing the 
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participant to talk, the quality of the data is yet genuine and can prove to be valuable to the 
research study (Byrne,2001). 
Interview Design: 
As the research study needed collection of primary data, 10 participants were interviewed from 
across India. While conducting interviews the number of participants must be decided on the 
basis of how many people are required to describe the same thing (Kvale,1996). All the 
participants were between the age group of 21 to 35 years. These participants came from fields 
such as students, employed or working professionals and trainees. All questions were 
structured and based on the literature to gain maximum information from the interviewee. 
There were approximately 15-20 questions that were based on the idea to analyse the 
understanding of the term celebrity endorsement, whether they were influenced by celebrity 
endorsements or not, do they think the celebrity and the product they endorse must have a 
match up considering the image of the celebrity and the product they endorse. Also questions 
were asked related to the consumer ?s perspective of different types of celebrity endorsements. 
All interviews were not in person face to face, but were personally conducted through other 
means of communications such as skpe video conferencing; telephone calls and some were 
conducted face to face with the Indian students here in Nottingham but of Indian origin. All 
questions were structured to be open ended so as to derive maximum information on the topic 
from the participants. This also helped in forming sub questions in due course of the interview. 
The interview questions were framed on the funnel structure which means that questions to 
begin with a broader insight into the topic and narrow down to more specific topic as the 
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interview progresses and eventually arrive at conclusive analysis of the research question. 
(Burns,2000) 
The interviews were recorded as it was not possible to listen and write at the same time as this 
would increase the chances of the interviewer missing on some key points or information given 
by the interviewee. In the course of the interview it is also important to stay focussed and not 
drift away from the topic and discuss on other areas as this could cost valuable information on 
the research question (Bernard,2002). The actual sentiments and genuine viewpoints of the 
ƚĂƌŐĞƚĂƵĚŝĞŶĐĞƐ ?ĐŽƵůĚďĞĂŶĂůǇƐĞĚĂƐ most of the interviews were discussions in detail about 
the research topic. The questions were framed and structured in such a way that the 
participants could easily understand and answer the questions easily giving prompt answers. 
Hence, through this process I was able to gain an in depth views and opinions on the research 
question of impact of celebrity endorsements on the youth of India. 
Participants: 
The participants involved in this research were of Indian Nationality since the study is revolving 
around the impact of celebrity endorsements on the youth of India and the central area of 
focus is the Indian market. The participants were young students to working professionals 
within the age group of 21 to 35 years. This age group was selected as they watch television 
and are the key target audience for most of the commercials and advertisements shown on 
television. Young adults aging between the selected above mentioned age group are known to 
be skilled and can make sense out of complex imagery and illusions to the world, beyond 
advertising  ?K ?ŽŶŽŚŽĞĂŶĚdǇŶĂŶ ? ? ? ? ? ? ? 
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This research study involves 10 participants in total of which 4 participants are females and 6 
participants are males. Since India is a diverse country, the participants have been chosen from 
across different states of India. The concern of the number of participants can help narrow 
down to its objectives but according to Kvale (1996) who suggests that a smaller number of 
interviews can provide quality data than compared to quantity. 
Limitations and Ethics of the Research: 
This research study has its limitations and adequate validity or reliability is a major concern in 
research studies that use the qualitative approach. The time required for data collection ,its 
analysis and interpretation is lengthy and the viewpoints of the researcher and participants 
have to be identified and could produce results that are biased as well.(Burns,2000). Contexts, 
situations, conditions and events and interactions cannot be replicated to an extent and 
generalisations cannot be made to a wider context than the one studied with 
confidence.(Hughes,2012). Another limitation to this research was that it was conducted via 
email and telephonic conversations and time and restricted resources leave an impact on the 
methodology. Another drawback of using emails for research could be that it is virtually not 
possible to guarantee the respondent anonymity as their name or atleast their email address is 
automatically included in their reply. (Selwyn,N and Robson.K,2004) However, as far as this 
research goes the identity of the respondent is guaranteed confidentiality and that their details 
and responses are used strictly for the university research purposes. Another limitation to this 
research method is that response rates are likely to be relatively low as there are considerable 
issues of less information or the participant needs to be probed or persuaded for answers as 
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personal interviews were conducted over telephone calls, skype and this was limited as such 
interviews could be time consuming and due to time difference it was not possible to have 
detailed discussions with each participant at the time. (Saunders, Lewis and Thornhill,2000) 
Harvard style referencing was used for all the data and research done during this study. 
Relevant ethical approval was taken by the respective participants before conducting the 
interviews personally and via email as well. The interviewees were asked for their consent to 
participate in the interview and no participant was forced to participate at any given point. The 
purpose of the research was explained to each participant and was given an option to remain 
anonymous if they did not want to reveal their identity for any purpose. 
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Data analysis and Results: 
In order to analyse the date collected through various interviews and emails, the method of 
thematic analysis was used. Many previous researches have used thematic analysis to explain 
and study the codes present in large databases. Before the data analysis is discussed further, it 
is important to understand what thematic analysis means and how it is done to analyse data in 
research studies. 
Thematic Analysis: 
Thematic analysis is described as a qualitative analytic method ĨŽƌ ?  ‘ŝĚĞŶƚŝĨǇŝŶŐ ?ĂŶĂůǇƐŝŶŐĂŶĚ
reporting patterns (themes) within data. It minimally organises and describes and describes 
your data set in (rich) detail. However, most often it goes beyond this and interprets various 
ŽƚŚĞƌ ĂƐƉĞĐƚƐ ŽĨ ƚŚĞ ƌĞƐĞĂƌĐŚ ƚŽƉŝĐ ?. (Braun and Clarke, 2006) It actually focusses on the 
content of the data as apart from the usual what is said and written or shown on any given set 
of data. In this process, it identifies the main themes in the data and further sub categories of 
subsections and descriptors are given. According to Braun and Clarke (2006), it is an analysis 
that identifies a theme and captures the important and relevant data in relation to the research 
question and represents some level of patterned response or meaning within the data set.  
In this report, three main themes have been identified that are need of celebrities to promote a 
brand, what are the effects of celebrity endorsed brands and whether the perfect fit theory 
(product and celebrity match) are justified.  
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Thematic analysis is quite similar to Grounded Theory. Thematic Analysis has been defined 
above in the earlier paragraph; Grounded Theory is defined as a method that allows a 
researcher to develop a theory out of the data that he or she has collected during the course of 
the research. This theory has gained importance because along with a theory it also provides 
predictions, explanations, interpretations and applications (Glaser and Strauss, 1967). 
According to Braun and Clarke (2006), thematic analysis helps the researcher to study and 
interpret across various sets of data collected. It could be a set of textual data and interviews.  
There are six phases of Thematic Analysis that are described by Braun and Clarke (2006):- 
1. Familiarizing with the data: as the name suggests that the researcher must first 
familiarize with the data and this stage may need repeated readings of the data before 
moving to the next stage. 
2. Generating initial codes: This is the stage where categorization takes place. It also helps 
to identify the main features of the data and also to collect data relevant to feature. 
3. Identifying themes: The next step is to begin identifying themes in the data and collect 
relevant information for each of the themes. 
4. Reviewing the themes:  This step involves whether the themes are in continuation of 
the codes and categories. It also helps generate a thematic map for the analysis. 
5. Defining and naming themes:  This step further refines the thematic map or the 
broader themes. It generates a name for each of the themes. 
6. Producing the report: The final step of the analysis and report writing is connecting the 
data to the literature and analysis of extracted pieces of information. 
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Along with the above mentioned steps, there are some advantages of using Thematic Analysis 
as stated by Braun and Clarke (2006):- 
This method of analysis is flexible and allows scope for detailed analysis. It is an easy to 
understand method for a novice researcher. It is also beneficial for those researchers who have 
no previous training or knowledge regarding Qualitative analysis. This method allows handling 
and analysing large sets of data and providing a detailed description of the same. It can prove 
to be a very helpful tool in analysing and revealing insights that the researcher may not have 
anticipated. It has the potential of highlighting the similarities and differences between the data 
sets collected. These are some of the reasons for choosing the thematic analysis method to 
analyse the data collected through interviews and emails.  
 
Given below is the Thematic Analysis table that categorizes the questions of the interviews into 
categories and sub-categories that further helps in understanding the pattern and themes 
involved in the interview process.   
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Need of celebrities 
to promote a brand 
(N) 
What 
(N1) 
Market the brand (N1m) 2,3,4,7, 
Spreading brand awareness (N1s) 1,2,4,7,9 
Creating Purchase Intention (N1c) 2,5,7,9 
 Increasing sales of the endorsed brands 
(N1i) 
1,2,4,9 
Where 
(N2) 
 
 
Indian Market (N2c) 
2,7,8,9 
 
When 
(N3) 
 
 
At all stages of maintaining the product 
lifecycle (N3s) 
1,8,10 
Who 
(N4) 
Target Consumers (N4h) 1,2,7,8,9 
 To standout from competitors (N4o) 3,6,7,9 
Effects of celebrity 
endorsed brands 
(C) 
 
Personal 
(C1) 
Not considered as an influential 
factor(C1i) 
1,2,3,5 
Demand of the product is not solely 
based on the celebrity (C1b) 
2,3,4,5 
 
Practical 
(C2) 
Brand value increases but quality is 
equally important (C2n) 
1,2,4,7 
Reaches to the masses(C2p) 1,3,4,7,9 
 
Social 
(C3) 
Perception of the brands changes  (C3c) 2,4,5,8 
Status Symbol(C3e) 3,4,5,8 
Perfect fit theory 
 (M) 
 
Justified(M1) 
Personality of the celebrity 
complimenting the endorsed 
brand(M1t) 
1,3,4,9 
Image of the brand enhances (M1e) 2,7,8 
Not Justified 
(M2) 
No guarantee for creating sales (M2m) 1,5,6 
Customer satisfaction (M2p) 7,8,10 
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The main focus of the interviews was to derive a detailed outlook of the young consumers 
towards the celebrity endorsements. Do they think brands and celebrity endorsements have 
any influence on them in any way and if such celebrity endorsed brands and products describe 
their social economic status. It was an interesting mix of answers that was derived from the 
participants about how they perceived brands and celebrity endorsements and associated them 
with the image. Though most of them claimed not to be very brand conscious and stated that 
they were not completely influenced by the celebrity endorsing it and was rather the product 
and its quality and usage that mattered, they however, did reflect the influence of the celebrity 
ĂŶĚ ƚŚĞ ŬŝŶĚ ŽĨ ƉƌŽĚƵĐƚƐ ƚŚĂƚ ŵĂƚĐŚĞĚ ƚŚĞ ĐĞůĞďƌŝƚǇ ?Ɛ ŝŵĂŐĞ ĂŶĚ ǀŝĐĞ ǀĞƌƐĂ ? dŚĞ ŝŶƚĞƌǀŝĞǁƐ
showed that the Perfect Fit or the Match Up Hypothesis was somehow a positive way to reach 
the consumers.  
The themes were derived on the basis of the interviews and its flow of information. The basic 
idea was to analyse the understanding of the term celebrity endorsement, whether they were 
influenced by celebrity endorsements or not, do they think the celebrity and the product they 
endorse must have a match up considering the image of the celebrity and the product they 
endorse a broad heading like the one shown in the template above: 
1. The first heading of the category ŝƐƚŚĞ ‘ŶĞĞĚŽĨĐĞůĞďƌŝƚŝĞƐƚŽƉƌŽŵŽƚĞĂďƌĂŶĚ ?- this is 
to understand at the beginning of the interview how well do consumers understand the 
meaning and impact of celebrity endorsement and  what celebrity endorsement did, 
where and when it was done and who it was done for. YƵĞƐƚŝŽŶƐ ůŝŬĞ  ‘Are you Brand 
conscious? To what extent do you relate brands to your status? Is it the brand or the 
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endorsing celebrity that attracts you to the brand? Does a brand depict a certain social 
economic status for you, were asked all aiming at deriving to their perception about 
celebrity endorsement and when asked if the participants were brand conscious and 
whether it was the brand or the celebrity endorsing the brand that attracted them, they 
showed a positive inclination towards being attracted to brands for the brand value that 
came along being associated with the particular brands as the general mind-set of 
ƉĞŽƉůĞŝƐƚŚĂƚĂƉĞƌƐŽŶ ?ƐƐŽĐŝĂůĞĐŽŶŽŵŝĐƐƚĂƚƵƐŝƐĚĞƚĞƌŵŝŶĞĚŽƌƐŽƉĞƌĐĞŝǀĞĚƚŽďĞŽĨĂ
certain level. 
For example, it was interesting to see how one participant replied to this aspect by 
ƐĂǇŝŶŐ ? “ ?/ĂŵďƌĂŶĚĐŽŶƐĐŝŽƵƐƚŽĂŶĞǆƚĞŶƚďƵƚŶŽƚŽďƐĞƐƐĞĚǁŝƚŚƚŚĞŵ ?ĂŶĚŝƚ ?ƐƚŚĞ
brand or the product and its utility and worth that attracts me rather than the celebrity 
endorsŝŶŐŝƚ ? ?Another response from a participant was ? ‘Yes I am brand conscious to an 
extent but I am not obsessed with brands. In the sense that not everything I wear is 
ďƌĂŶĚĞĚ ? tĞůů ďƌĂŶĚƐ ŵŝŐŚƚ ƌĞĨůĞĐƚ ŽŶĞƐ ƐƚĂƚƵƐ ƚŽ ĂŶ ĞǆƚĞŶƚ ďƵƚ ŽŶĞ ?Ɛ ƐƚĂƚƵƐ ŝƐ ŶŽƚ
ĐŽŵƉůĞƚĞůǇƌĞĨůĞĐƚĞĚďǇŝƚ ?ƌĂŶĚƐŵĂǇŚĞůƉŝŶĚĞƌŝǀŝŶŐĂŶŝĚĞĂĂďŽƵƚĂƉĞƌƐŽŶ ?ƐƐƚĂƚƵƐ ? ?
Similarly as we went further to ask when and for who was celebrity endorsement for, it 
was an interesting mix of answers that basically described that the celebrity 
endorsement surely may help in reaching out to the masses and send a message across 
with the help of a popularly celebrity endorsing a brand or product but that is not the 
sole factor that leads them to purchase a particular brand or product available in the 
market. It helps in reaching and influencing the desired target segment where one 
participant gave an example that,  ? ?/ĚŽŶ ?ƚŵŝŶĚƉƵƌĐŚĂƐŝŶŐĂŶĚƐƉŽƌƚŝŶŐĂWƌŽǀŽŐƵĞ
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Shirt because their product is good and it is an added value to see the likes of Saif Ali 
Khan endorse it but not that I would buy it only because Saif Ali Khan endorses it, but it 
does matter to me that if an actor like Govinda (popularly known for his mass appeal 
and slapstick comedy and appears to have a loud or flashy dressing style) endorses the 
ƉƌŽĚƵĐƚŽƌĂďƌĂŶĚůŝŬĞ ?tƌĂŶŐůĞƌ:ĞĂŶƐ ? ?/ǁŽƵůĚŶŽƚďĞĂƐŬĞĞŶƚŽƉƵƌĐŚĂƐĞƚŚĂƚďƌĂŶĚ
and be seen wearing that brand, even if their quality is good, because the domestic help 
is seen wearing the same product and Govinda endorsements appeal more to masses ? ?
Participants with similar responses demonstrate how their association with the brands 
image is related to the perceived social economic status and consciously or sub 
consciously, depending on the type of product in question, does the celebrity endorsing 
it matter to them and in most cases celebrity endorsement did not matter to the 
participants. 
 
Consumers often idolize celebrities and consider them credible sources on a number of 
issues (Atkins and Block 1983; Freiden 1984).According to McCracken (1989), a celebrity 
is expected to have a number of virtuous characteristics that consumers might perceive 
in a celebrity endorser for example: intellectual skills, personality properties, lifestyle or 
athletic competence. Erodgan (1999) mentions that ?  ‘the perceptŝŽŶ ŽĨ ĂŶ ĞŶĚŽƌƐĞƌ ?Ɛ
ĐƌĞĚŝďŝůŝƚǇŝƐĚĞƚĞƌŵŝŶĞĚďǇƚŚĞƐƵďũĞĐƚŝǀĞũƵĚŐĞŵĞŶƚƐŽĨĞĂĐŚŝŶĚŝǀŝĚƵĂů ? ?/ŶƚŚĞĂďŽǀĞ
mentioned examples given by the participants, Saif Ali Khan is perceived to have style, 
charm and is considered to be attractive to many men and yŽƵŶŐŵĞŶĚŽŶ ?ƚŵŝŶĚďĞŝŶŐ
associated with the products he endorsed. His image and personality as a celebrity is 
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observed to have a positive influence, even if it is not the sole reason for creating a 
purchase intention amongst consumers. (Add a picture showing Saif and Govinda 
endorsing relevant products) 
2. Further on in the second theme of the template above, it is categorized as,  ‘ĞĨĨĞĐƚƐŽĨ
celebrity endorsements that is further sub divided to study the personal, practical and 
social effects of the celebrity endorsements. ? Personal effects of celebrity endorsements 
as described above indicate that participants were not completely influenced or 
motivated by the celebrity endorsements and the purchase intent was derived out of 
other more influencing factors like quality, utility, price, design and other such factors. 
In the course of the interview, a comparison of two cars was made and a question was 
asked that if the participant was to make a car purchase, between Tata Nano and Maruti 
Alto, what car would she prefer and why. A participant said,  ?No never .not only because 
of their make but Nano is really an uncomfortable car and then the safety issues add up 
ƚŽ ŵĂŬŝŶŐ ŝƚ Ă ĐŽŵƉůĞƚĞ EK ? ?  Another participant mentioned spoke in favour of 
ƉƵƌĐŚĂƐŝŶŐĂDĂƌƵƚŝůƚŽĂŶĚƐƚĂƚĞĚ ? ‘ĞƚǁĞĞŶdĂƚĂEĂŶŽĂŶĚDĂƌƵƚŝ Alto I would go for 
Tata Nano as its compact in size, spacious in the inside, economical and is a newer car 
ƚŚĂŶĂůƚŽĂŶĚĂDĂƌƵƚŝ^ƵǌƵŬŝƌĂŶĚŶĂŵĞŝƐĂůǁĂǇƐƌĞůŝĂďůĞ ? ? Amongst various answers 
that also highlighted the safety factors, and utility factors, the interesting view to that 
question was highlighted by some participants that, Tata Nano as it has been marketed 
ĂƐƚŚĞĐŚĞĂƉĞƐƚĐĂƌŝŶƚŚĞǁŽƌůĚĂŶĚǁĂƐĐŽŶƐŝĚĞƌĞĚ ‘ĂĐĂƌĨŽƌƚŚĞƉŽŽƌ ?ĂŶĚƚŚĞǇǁŽƵůĚ
rather buy a car like Maruti Alto because it has thĞ ďƌĂŶĚ ŶĂŵĞ  ‘DĂƌƵƚŝ ^ƵǌƵŬŝ ?
associated with it. 
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In another question to demonstrate this further, another comparison was discussed, if 
the participant had to purchase a watch, between Titan Watches, Guess Watches and 
TagHeueur Watches, which one would they be attracted to buy. There were different 
opinions because they based their desire to purchase a watch on price, design, style and 
brands and such factors. In some participants a sense of social acceptance came with 
the kind of brands they wear. A particiƉĂŶƚŚĂĚĂǀŝĞǁ ? ‘a Tag for sure because its stylish 
and is recognized by most people in India also because Shahrukh Khan endorses it. 
Shahrukh is the face of Tagheueur in India and his personality matches the style and 
charm with the Brands image. Titan and Guess are decent brands but Guess is not a 
watch maker and although Titan has got into brand extension and has come up with a 
higher range of watches, but at the end of the day it is still a TITAN- a brand for the 
ĐŽŵŵŽŶŵĂŶ ? ?. 
 ? ?dŚĞ ǁĂƚĐŚ that I would buy between Titan and Tagheueur, it would definitely be a 
TagHeuer. As TagHeuer is a watch manufacturer has established a certain name in the 
market and with extensive marketing almost everyone I know, knows about this 
company,especially since Shahrukh Khan endorses it in India,he actually is the face of 
TagHeuer and in my opinion is the reason why the Indian market is even aware of a 
brand like TagHeuer. He adds class and style to the product and brand name ? ? 
 This also highlights the social and practical aspects of celebrity endorsements effect, 
where inspite of a brand like Titan (popular watchmaker) that is now endorsed by 
superstar Aamir Khan and has revamped its product and introduced a premium 
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segment, is still perceived as a product that only a common man or a middle class 
income segment would consider buying.  
dŚĞƌĞǁĂƐĂůƐŽĂŶŝŶƚĞƌĞƐƚŝŶŐǀŝĞǁŽĨĂƉĂƌƚŝĐŝƉĂŶƚƚŚĂƚƐƚĂƚĞĚ ? ‘Well it depends on who 
is looking at the watch. If that person is brand conscious then he/she would form a 
perception about my watch. But personally I will go for a TAG (if I have the budget) since 
it is from a watch maker. But if I don't have the budget then just either guess, armani, 
tommy etc.. will do. It won't really matter. But since I a am in a way a little brand 
ĐŽŶƐĐŝŽƵƐ ?/ǁŝůůƉŝĐŬƵƉĂĚĞƐŝŐŶĞƌǁĂƚĐŚ ? ?
 
According to Kelman (1961), likability is encompassed under source attractiveness. 
Likability is affection for the source as a result of physical appearance, behaviour or 
other personal traits (Erdogan, Baker and Tagg,2001). In the example mentioned 
above, Shahrukh Khan is appreciated for his attractiveness. More than the expertise of 
Shahrukh Khan about the product, it is his style, charm and persona that are recognized 
and few respondents did actually choose options like Titan Watches as they are watch 
makers and are a known brand for its quality and economical prices. In a similar 
ƐĐĞŶĂƌŝŽ ǁŚĞƌĞ ĚƵƌŝŶŐ ƚŚĞ ĐŽƵƌƐĞ ŽĨ ƚŚĞ ŝŶƚĞƌǀŝĞǁ ? Ă^ĐŚŝŶ dĞŶĚƵůŬĂƌ ?Ɛ ŶĂŵĞ ǁĂƐ
brought up for endorsing brands, he was more effective and is more appreciated for his 
endorsements of malted beverages like Boost, sporting equipment brands like Adidas 
rather than endorsements like Fiat Palio where he is perceived to have more knowledge 
about his area of expertise which is sports rather than the endorsements of cars. This 
increases their chance to persuade people if they are endorsing the right kind of product 
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because Ohanian (1991) found that perceived expertise of a celebrity is more important 
than his or her attractiveness. He also suggests that celebrity endorsers are most 
effective when they are knowledgable, experienced and qualified to talk about the 
product they are endorsing (Ohanian,1991; Till and Busler,1998) 
 
3. Moving further to the third category, product fit theory or Match up Hypothesis- 
Product fit theory or match up hypothesis is described earlier as the right match 
between the product and the celebrity. This is further sub categorized into whether it is 
justified or not justified.  With the interview samples collected, it was observed that 
participants had consciously or sub consciously associated the brands or products image 
to the celebrities and in some cases, the product or the brand reminded them of the 
endorsing celebrity, rather than the opposite happening. This was seen in the pattern 
when participants were asked to mention what or who comes to their mind when they 
see a particular brand or a product name.  
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Sahara /ŶĚŝĂŶ ƌŝĐŬĞƚ ƚĞĂŵ  ?ĂƐ ŝƚ ?Ɛ ƚŚĞ ůĞĂĚ
sponsorer) 
Victoria Secrets Hot models 
Tata Nano Economical 
Bata Shoes Reliable 
Thums Up Akshay Kumar 
 
From the combined analysis of the above mentioned template, it is seen that 8 out of 10 
ƉĂƌƚŝĐŝƉĂŶƚƐ ƌĞůĂƚĞĚ ƚŚĞ ƉŽƉƵůĂƌ ďƌĂŶĚ ŶĂŵĞ  ‘^ĂŚĂƌĂ ? ǁŝƚŚ ƚŚĞ /ŶĚŝĂŶ ƌŝcket Team. Sahara 
sponsors the Indian Cricket Team officially and similarly, when asked about Tata Nano, 
participants were only reminded of the fact that it was by far the most economical car and 
other qualities like comfort, style and safety were not even relevant with the car according to 
them. Another template was made to analyze, product match up hypothesis, where the name 
of the brands or products was mentioned in one column and they were asked to name the 
celebrity who they felt was the best suited match to endorse the brand. This is demonstrated in 
the template given below where two responses are formed based on the interviews taken:- 
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Product or Brand Response 1  Response 2 Response 3 
Pepsi-  (Cricket Team) Katrina Ranbir Kapoor 
LoReal- Aishwarya Rai 
Bachchan 
Aishwarya  Priyanka Chopra 
Addidas- David Bekham Ranbir Kapoor Sachin 
Reid & Taylor- Amitabh Bachchan Amitabh Bachchan Amitabh 
Bachchan 
Tagheuer- Shahrukh Khan Shahrukh Khan Shahrukh Khan 
Bournvita- Sachin Tendulkar Imran Khan Bournvita- 
Yuvraj Singh 
Whirlpool home 
appliances- 
Kajol Sonali Bendre Whirlpool home 
appliances- Kajol 
 
When asked who they think represents or could represent the above mentioned brands 
or products, there was a similar pattern in responses from the participants. While more 
than half the people when asked who they think represents or could represent the 
above mentioned brands or products, there was a similar response from the 
participants. While most male participants said Pepsi was a young brand and that they 
were reminded of every Indian Cricketer celebrity as its endorser, some also mentioned 
Katrina Kaif and most girls said they associated Pepsi with Ranbir Kapoor, who is very 
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popular amongst girls and the young generation of India. When asked about LoReal, 
Aishwarya Rai was the popular choice as it was a beauty related product and male and 
female participants were both in favour of a beauty icon like her who is also a former 
Miss World 1994 winner. Similarly for reasons like attractiveness, trustworthiness and 
expertise that are identified the main aspect of the brands or products. Just like 
thematic analysis done before, it is used here too and further categories are created and 
the image and celebrities are segregated to their best suited category on the basis of 
how consumers perceive them. In the attractiveness, the attributes like elegance, style, 
beauty, class are identified and the template shows the celebrities names and are 
placed in the respective categories mentioned above along with the products that have 
been endorsed by them and which overall is the reason for such a perception. The 
products and brands mentioned here match well with the ĐĞůĞďƌŝƚŝĞƐ ? image and vice 
versa. Some brands and products that may not necessarily have an Indian celebrity 
endorsing it, but internationally, are seen endorsed by attractive models and are 
featured at high social events, creates a purchase desire and want in almost all 
consumers, especially the youth, even if it comes at an extra or a premium price. Young 
consumers are willing to pay that extra bit to gain a sense of brand value and in some 
cases a sense of social economic status comes in and some participants while not 
necessarily influenced by celebrity endorsements, however, in favour of brands 
ƉƵƌĐŚĂƐĞƐ ?KŶĞƉĂƌƚŝĐŝƉĂŶƚŵĞŶƚŝŽŶĞĚ ? ‘Like I mentioned earlier I don't really care about 
the product. /ƚ ?Ɛ not like I go shopping for a particular brand or something. I just go to 
the market and pick up whatever I find nice. I will not buy a product just because it will 
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enhance my social economic status. People will perceive your status if you are carrying 
any of the premium brands specially those ones that have their brand logo flashing 
around. For instance,  ?ĨŽƌǁŽŵĞŶ ?ŐƵĐĐŝŽƌĨĞŶĚŝďĂŐƐ ? ? 
Another similar example is seen when a participant said,  ?/ĚŽŶ ?ƚƌĞĂůůǇĐĂƌĞĨŽƌƚŚĞŶĂŵĞ
of the brand before buying it as long as the product that I have selected goes well on me. 
But to keep socio-ĞĐŽŶŽŵŝĐ ƐƚĂƚƵƐ ŝŶŵŝŶĚĂŶĚ ŝĨ /ĚŽŶ ?ƚŵŝŶĚ ƐƉĞŶĚŝŶŐ Ălittle extra I 
would buy LV products. ? 
 
Hence, the templates and quotes form participants above highlight that depending on the 
product and the aspect of the brand, the choice of the celebrity is important so that celebrity 
can reflect the same and not contrast that of the brand. Also at the same time, celebrity is not 
an influence that necessarily creates purchase intention, however they do show a positive 
response that celebrity endorsements may be successful in creating a curiosity or a desire for 
the product or brand but there are other more influencing factors for them personally as 
mentioned before like price, quality, and utility and so on. 
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Observations from the findings: 
/ŶƚŽĚĂǇ ?ƐĐŽŵƉĞƚŝƚŝǀĞǁŽƌůĚŽĨĐƌĞĂƚŝǀĞĂĚǀĞƌƚŝƐŝŶŐ ?ǁĞƐĞĞĐĞůĞďƌŝƚŝĞƐĨƌŽŵĂůůǁĂůŬƐŽĨůŝĨĞĂƌĞ
used for endorsements, especially like actors, film personalities, models, sports persons and 
many more. But the use of celebrity endorsements, along with the benefits, can also backfire if 
the choice the endorsing celebrity is completely contradictory in nature to that of the brand. 
Believability and association of the brand with the celebrity is very important.  
Selection of celebrities can be done while they are at their peak of fame and recognition or at a 
time when they are flourishing and are assumed to be destined for great levels of success in the 
future. However, that is a risk that can go either way. But what is important is that at some 
level the value that a celebrity adds to the respective endorsing brand. The advertiser will try 
his best to make the celebrity and the brand as analogous as possible. The celebrity is seen to 
have scored relatively well on the dimensions of trustworthiness, believability, persuasiveness 
and likability from the results drawn from the interviews. This is perceived to be important to 
the marketers as, they can get a celebrity to create a mass following, believe or listen to him or 
her, then they are regarded as successful. 
The basis of effectiveness of celebrity endorsed advertising can be linked to this process of 
identification and internationalization of the desired behaviour. Price of fame may be high for 
the celebrity endorsed brands but they have what the markets and the common people or the 
masses desire- attention, power and charm. 
Celebrities are, as explained earlier, those who enjoy public recognition of a large group of 
people. Celebrities may convey a wide range of meanings, involving demographic categories 
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like age, gender and status, personality and lifestyle types. For instance, people in India look 
upto Sachin Tendulkar and praise him because he also represents a middle class boy who made 
it as big with sheer hard work and dedication. Similarly, Amitabh Bachchan is an icon of style, 
trust and dependability.  
Arguments for celebrity endorsement: 
Brands have been leveraging celebrity appeal for a long while. Across the globe, in various fields 
for products or services, more and more brands and companies are banking on the mass appeal 
of celebrities. As soon as a new face ascends the popularity charts, advertising firms queue up 
to have it publicised all over. Sania Mirza (Indian female tennis champion) was one such 
example.(see appendix figure no.1) 
Some advantages that are observed: 
x Approval of a brand by a star fosters a sense of trust for that brand amongst the target 
audience, especially in the case of new products. We can see this with the Hyundai 
Santro campaign endorsed by Shahrukh, not that we believe he might drive that car 
himself, but the fact that he is endorsing Hyundai was enough for people to build faith 
in the Korrean car maker.(See appendix figure no.2)  
x Celebrities also help in breaking through the cluster of advertisements and stand out 
amongst the competitors, making the brand and ads more noticeable.  
x PR (public relations) coverage is another reason for using celebrities. Managers perceive 
celebrities as topical, which create high PR coverage and this also helps in building or 
increasing popularity for celebrities in some cases.  
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x dŚŝƐĂůƐŽĐĂŶďĞŚĞůƉĨƵůĨŽƌŵŝƚŝŐĂƚŝŶŐĂƚĂƌŶŝƐŚĞĚŝŵĂŐĞĨŽƌďƌĂŶĚƐ ?ĂĚďƵƌǇ ?ƐŝŶ/ŶĚŝĂŝƐ
one such example where they appointed the most popular and trusted celebrities like 
Amitabh Bachchan for their ad campaign. Similarly coco-cola and pepsi hired celebrities 
like Aamir Khan, Shahrukh Khan and Sachin Tendulkar to raise and reinstate the faith of 
the Indian consumers after the controversies that surrounded their products. (see 
appendix figure no.3) 
x Amongst many other such benefits, celebrity endorsements can also sometimes 
compensate for lack of innovative ideas. 
However, along with the above mentioned benefits and advantages, it also has its cons and 
disadvantages as listed below: 
x The vampire effect is referring to the issue of a celebrity overshadowing the brand. If 
there is no congruency between the celebrity and the brand, then the audience will 
remember the celebrity and not the brand. This is evident with the Thums Up campaign, 
when asked participants, they remembered Akshay Kumar (the endorsing celebrity) 
rather than the taste or any other attribute about the product. (see appendix figure 
no.8) 
x The celebrity may lose his or her popularity due to some lapse in professional 
performances. For example, when Yuvraj Singh was not performing well in the Indian 
cricket team, his endorsements were on the decline and such has been seen in the case 
ŽĨŵĂŶǇŽƚŚĞƌƉŽƉƵůĂƌĐĞůĞďƌŝƚŝĞƐ ?ǁŽƌůĚǁŝĚĞ ? 
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x Multi brands endorsements by the same celebrity could lead to overexposure and this 
can also be termed as commoditisation of celebrities, who are willing to endorse 
anything and everything only for the huge amount of money they get paid. For example, 
Sachin Tendulkar only had MRF as his sponsor and his cricket bat beared the logo of 
MRF, but now Sachin Tendulkar has a myriad of brands that he endorses and MRF 
campaign has scaled down.(see appendix figure no.5) 
x Mismatch between the celebrity and the image of the brand can be another 
disadvantage. Each celebrity portrays a broad range of meanings, involving a specific 
personality and style. Priyanka Chopra for example has style and a bold element to her 
personality, yet is related with the girl next door image, whereas, a perfect match is 
Aishwarya Rai who is the icon of beauty and elegance, and the endorsements she does 
are not for the common masses, but for a selective group of consumers with high 
disposable incomes. (see appendix figure no.6) 
All of the above listed advantages and disadvantages of celebrity endorsements are just a brief 
overview of how it leaves an impact on the conusmers, some positive and some negative. But 
endorsements will be done for years to come in the near future. There was a time when 
celebrities created brands, but now it has the power to create celebrities, and one such 
example is the Vodafone Zoo Zoo campaign, where no popular face was used to endorse their 
products and services, but instead the emotions were highlighted with egg-headed animated 
figures and were one of the most popular campaigns till date in the Indian advertising world. 
ůƐŽ ?ǁŝƚŚƚŚĞŝƌ ‘WƵŐ ?ŝŶƚŚĞĂĚĚ ?ŝƚĐƌĞĂƚĞĚŵŽƌĞĚĞŵĂŶĚĨŽƌƚŚĂƚďƌĞĞĚŽĨĚŽŐƐĂŶĚƚŚĂƚĚŽŐ
was as big as a celebrity in the advertising world. (see appendix figure no.7) However, the right 
70 
 
balance and the right match is essential for the endorsements to work and based on the 
findings, the next section of conclusion and recommendations follows: 
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Research Question: 
Does celebrity endorsement have an impact or influence the purchase intentions or buying 
behaviour of the youth in India? 
Brief summary of the analysis: 
Based on the findings in the data analysis and results, the empirical data was analysed by 
comparing it to theories discussed and mentioned in the literature review of this research 
study. Conclusion that is derived is defined as an activity that begins at the beginning of the 
data collection and is verified in the data analysis stage (Miles and Huberman,1994).  
The findings from the previous chapters are as follows:  
Based on the literature review and data analysis results, the theories about the attractiveness 
of a celebrity, his expertise and match up hypothesis also play an important role in leading to 
influence the purchasing intentions in many ways. It is also evident from the interviews that 
negative publicity does not necessarily stop or restrict the consumers from purchasing the 
product; however the nature of negative publicity might revolutionize their purchasing 
intentions. 
Overall it can be said that the data analysis and results reflect that celebrities are not a major 
factor that influence the purchasing intentions or behaviours of consumers. However, this 
ƌĞƐĞĂƌĐŚĂůƐŽƐŚŽǁƐƚŚĂƚĂĐĞůĞďƌŝƚǇ ?Ɛ ŝŵĂŐĞŝƐĂƚƚƌĂĐƚŝǀĞĂŶĚĂůƐŽ ŝŶƐŽŵĞĐĂƐĞƐ ?ĨŝƚƐǁŝƚŚƚŚĞ
features of the products which appeals to the self- image of the consumers, then there may be 
an impact or influence of some kind on the purchasing behaviour or purchasing intentions. 
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Recommendations and Suggestions: 
The recommendations for this research study are also partly based on the managerial 
implications that are suggested by Till (1998) for more effective use of celebrity endorsements. 
The managerial implications can be used as fodder by both the company and the marketer and 
the advertiser who use celebrities to endorse their product. They are mentioned further: 
Managerial implications while choosing a celebrity: 
A company or the advertising firm must be very careful while making their decisions about 
choosing the right or appropriate celebrity for the product. The company or the advertiser 
should consider the celebrity and apply the match up or the perfect fit between the product 
and the celebrity in the desire to obtain desired results. 
Choosing celebrities that are already associated with other existing brands and companies and 
are called as serial endorsers must be avoided. dŚŝƐ ĐĂŶ ĐƌĞĂƚĞ ĐŽŶĨƵƐŝŽŶ ŝŶ ƚŚĞ ĐŽŶƐƵŵĞƌƐ ?
minds and the company may find it difficult to obtain desired results and generate profits. 
Also, at the same time it is essential that the company must review its financial budget before 
choosing an expensive celebrity to endorse their brand or product.  ƉĂƌƚŝĐƵůĂƌ ĐĞůĞďƌŝƚǇ ?Ɛ
equity value must be taken into consideration before engaging in a contract. 
Managerial implications for Effectiveness use of celebrities: 
Celebrity endorsements can prove to be more effective if the product Match up hypothesis, 
attractiveness and expertise of a celebrity are used together, to match the product and the 
celebrity image for the audience which is more convincing and acceptable for the consumers. 
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dŚĞ ĐŽŶƐƵŵĞƌƐ ŚĂǀĞ Ă ƐĞƚ ƉĞƌĐĞƉƚŝŽŶ ĂďŽƵƚ ƚŚĞ ĐĞůĞďƌŝƚǇ ?Ɛ ŝŵĂŐĞ ĂŶĚ ƐŽŵĞ ďƌĂŶĚƐ ĂŶĚ
products they endorse are expected to match up to their image and standards. For example 
Shahrukh Khan and Amitabh Bachchan are the superstars of Bollywood and their social stature 
and image is held very high in the minds of the consumers. So when they see an endorsement 
done by them for a product or brand that targets the masses but does not match their social 
stature, it can certainly generate curiosity but not necessarily have a positive impact on the 
consumers and generate or create purchase intention in the consumers.This statement is 
suggested due to the results that show all the above mentioned features have an impact on the 
consumers.  
In reference to this research, celebrity attributes such as attractiveness and expertise are 
identified to be the most essential and fundamental attributes acknowledged by the 
participants. These attributes as described with an example, can be matched up with the 
product which defines Match up hypothesis and enhance the products value by precise and 
effective use of the celebrity. 
Celebrity endorsements are usually perceived to be more effective for brands about which 
consumers have less familiar knowledge. Till (1998) suggests that celebrities have a positive 
impact on brand recognition, brand recognition and increase brand recall. 
It is also highlighted in the research that celebrities grab a lot of attention. Thus as suggested by 
Till (1998), a celebrity can be most effective when a company wants to launch a new product in 
the market which will help in a better product placement and brand recognition for the 
company. He also suggests that if a celebrity is utilized to its highest potential then he or she 
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can be effectively used to recreate a new or reinforce image for products and their respective 
companies. 
Pringle (2004) also states that there are three types of personalities that have to be effectively 
managed and brought together and co relate if the celebrity endorsement has to work with the 
consumers positively. In many studies it is evident that only the product and the celebrity is 
matched, but Pringle (2004) suggests that it is also necessary to match the product and the 
celebrity image with the target audience because, if a company or an advertiser brings together 
the attributes of the celebrity and the image of the target audience, then it surely will impact 
on the purchase intentions of the consumers which is also illustrated in the figure below:  
 
 
 
Celebrity 
Image 
Consumer's 
Image 
Product 
Image 
Positive  
purchase  
intent 
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Conclusion: 
The high costs of advertising make it vital make it necessary to for advertising messages to 
reach out to consumers to effectively increase ĐŽŶƐƵŵĞƌƐ ? awareness, knowledge and 
aspirations about the product, and overall create a purchase intention within the consumers. 
This research is done to answer the question that is the first step whether celebrities affect the 
purchasing decisions of the youth in India. 
The main aim of this research study was to determine whether there is any influence on the 
purchasing intentions of the young consumers in India. This piece of work also recognized the 
attributes that the participants highlighted that when they perceived the celebrities and 
ŚŝŐŚůŝŐŚƚĞĚƚŚĞĨĂĐƚƚŚĂƚĂ ‘ƉĞƌĨĞĐƚĨŝƚ ?ŽĨƚŚĞĐĞůĞďƌŝƚǇ ?ƐŝŵĂŐĞǁŝƚŚƚŚĞĞŶĚŽƌƐĞĚƉƌŽĚƵĐƚ, this 
would help in increasing the level of involvement of consumers and make the advertisement 
more believable and convincing which justifies previous studies as well. The attributes that are 
identified are not the only attributes a celebrity should possess, but also other attributes that 
personify with the product or brand and relates with the target audience. It is evident from this 
study that a celebrity can help or create a brand image, brand loyalty, brand recall and also help 
in positioning the brand. This study also highlights contradictory results from previous literature 
findings that negative publicity of a celebrity has a negative impact on the sale and brand name 
of the product. However, the results from this research study indicate that the negative 
publicity did not stop or affect the purchasing intention on the target consumers in most cases. 
After closely reviewing the study, the analysis indicate that the answer to the research question 
ŽĨ  ‘do celebrities influence the purchase intention ŽĨ ƚŚĞ ǇŽƵƚŚ ŽĨ /ŶĚŝĂ ? ? ŝƐin fact no, the 
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celebrities do not influence the purchase intention of the youth of India even if it is endorsed. 
In this case, it is definitely an influencing factor but a consumer does not buy a product because 
it is being endorsed by a celebrity, but buys it because of the products factors like utility, 
product appeal, and the consumer ?s needs. 
 
Future Implications: 
Some results of the research process generated interesting prospects for the future. A study of 
psychological aspects of consumers can also lead to new and exciting findings which will help in 
deeper understanding of purchase behaviour of consumers. It would also be interesting enough 
to study and analyse an in depth view into what situations could lead to change in the buying 
attitudes of the consumers if a celebrity suffers negative publicity. Another area where future 
researchers can further carry on research is crisis management of a company whose celebrity 
has received negative publicity. It would also be interesting to study how the companies would 
ƐĂǀĞ ƚŚĞŝƌ ĂŶĚ ƚŚĞŝƌ ĞŶĚŽƌƐŝŶŐ ĐĞůĞďƌŝƚŝĞƐ ? ƌĞƉƵƚĂƚŝŽŶ ? &ƵƌƚŚĞƌ ƌĞƐĞĂƌĐŚ ĐĂŶ ĂůƐŽ ďĞ ĚŽŶĞ ďǇ
testing each attribute of celebrities and finding a co relation within them to further facilitate 
insight in this research topic area. 
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Appendices: 
QUESTIONNAIRE:- 
dŚŝƐ ƋƵĞƐƚŝŽŶŶĂŝƌĞ ŝƐ ĨŽƌ ƚŚĞ ƌĞƐĞĂƌĐŚ ŽŶ  ?ŝŵƉĂĐƚ ŽĨ ĐĞůĞďƌŝƚǇ ĞŶĚŽƌƐĞŵĞŶƚƐ ŝŶ /ŶĚŝĂŶ
ĐŽŶƐƵŵĞƌƐ ? ? These interviews were taken verbally over the phone and some in person, 
however, these are just a few examples that provide different perspectives of the consumer 
behaviour and the questions below are just a basic outline of the interview since the 
interviews were more flexible and scope for sub questions was more when conducting 
interviews. 
1. Are you Brand conscious? To what extent do you relate brands to your status? 
2. Is it the brand or the endorsing celebrity that attracts you to the brand? 
3. Does a brand depict a certain social economic status for you? (like does it define or 
determine your status in society or the class you belong to in society?) 
4. Do you buy a particular brand because you think it enhances or shows your social 
economic status? Give example oĨ Ă ďƌĂŶĚ ƚŚĂƚ ǇŽƵ ǁŽƵůĚ Žƌ ǁŽƵůĚ ŶŽƚ ďƵǇ  ?ĐŽǌ Ƶ ƌ
conscious of how people may perceive your status if you wear a certain brand. 
5. If you were to purchase a car, would you purchase a Tata Nano or a Maruti Alto and 
why?  
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6. Have you bought or decided not to purchase any celebrity endorsed product available in 
the market, particularly because of a particular celebrity endorsing it? If yes, then what 
was the product and why? 
7. What factors are of most importance to you when you buy a particular brand?  
8. Will it change your opinion or purchasing decision if there is no celebrity endorsing a 
product/brand?  
9. If you were to purchase a watch, what are the factors you would base your purchase 
on? (like as per priority what comes first- price, design & style, brand? 
10. For example if you have to purchase a watch, would you purchase a Titan Watch, a 
Guess Watch, TagHeueur watch or any watch will do? Give reasons for you answer 
please.(like relate the brand status perception in your opinion, if you wear a guess watch 
how do you think the society would perceiver ur status as?) 
11. Do you think celebrities endorsing multiple products create negative publicity due to 
over exposure? Can you give some examples of some celebrities endorsing multiple 
products? (for example, Amitach Bachchan endorsing Navratan Oil ads, shahrukh khan 
endorsing fairness cream ads for men, what do you think of big stars doing such ads ) 
12. What is the first thing that comes to your mind when you see the brand names as 
follows: (one example shown for your reference below: 
Sahara  
Victoria Secrets Eg: Hot models 
Tata Nano  
Bata Shoes  
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Thums Up  
 
13. In your opinion, the celebrities endorsing the products actually use them too or they just 
do it for the money? 
14. Please associate a celebrity you may think appropriate for the following products: 
Pepsi-   
LoReal-  
Addidas-  
Reid & Taylor-  
Tagheuer-  
Bournvita-  
Whirlpool home appliances-  
 
15. Do you find yourself more attracted towards brands endorsed by cricketers or those 
endorsed by Bollywood ĐĞůĞďƌŝƚŝĞƐŽƌŝƚĚŽĞƐŶ ?ƚŵĂƚƚĞƌƚŽǇŽƵǁŚŽĞŶĚŽƌƐĞƐŝƚĂƚĂůů ? 
16. Do you think there is too much celebrity endorsement advertising taking place on 
television these days? 
17. Would you still purchase a brand or product knowing the endorsing celebrity has 
received negative publicity?  
18. Name any 3 products/brands endorsed by celebrities in the market? 
19. Name any 3 products/brands that are not endorsed by any celebrities 
(cricketer/Bollywood star/models/tv actors) in anyway? 
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Interview 2 
1. In a way you can say that im branĚĐŽŶƐĐŝŽƵƐďƵƚŶŽƚƚŽĂŶĞǆƚƌĞŵĞĞǆƚĞŶƚ ?/ǁŽƵůĚŶ ?ƚ
mind owning apparel and accessories from a few good brands but its not like some 
ƉĞŽƉůĞ/ŬŶŽǁǁŚŽǁŽƵůĚŶ ?ƚůĞĂǀĞƚŚĞŚŽƵƐĞƚŝůůǇŽƵ ?ǀĞŐŽƚůŽƚƐŽĨďƌĂŶĚƐŽŶǇŽƵ ? 
To me brands and status do go hand in hand as these days people judge you by the way 
you look and how much you are capable of spending on things that are not a necessity 
but just something that people will appreciate. 
2. dŽŵĞŝƚ ?ƐƚŚĞŶĂŵĞŽĨƚŚĞďƌĂŶĚĂƐŽƉƉŽƐĞĚƚŽƚŚĞĐĞůĞƌŝƚǇƚŚĂƚ ?ƐĞŶĚŽƌƐŝŶŐŝt. But of 
ĐŽƵƌƐĞŚĂǀŝŶŐĂŬŶŽǁŶĐĞůĞďƌŝƚǇĞŶĚŽƌƐŝŶŐǇŽƵƌďƌĂŶĚǁŽƵůĚŶ ?ƚŚƵƌƚǇŽƵ ? 
3. Yes, certain brands are more expensive more extravagant than the others so owning 
shoes/belts/wallets from those brands would obviously catch an eye as opposed to the 
other common brands which with their pricing is accessible to a lot of people. 
4. /ĚŽŶ ?ƚƌĞĂůůǇĐĂƌĞĨŽƌƚŚĞŶĂŵĞŽĨƚŚĞďƌĂŶĚďĞĨŽƌĞďƵǇŝŶŐŝƚĂƐůŽŶŐĂƐƚŚĞƉƌŽĚƵĐƚƚŚĂƚ
I have selected goes well on me. But to keep socio-ĞĐŽŶŽŵŝĐƐƚĂƚƵƐŝŶŵŝŶĚĂŶĚŝĨ/ĚŽŶ ?ƚ
mind spending a little extra I would buy LV products. 
5. Between Tata Nano and Maruti Alto I would go for Tata Nano as its compact in size, 
spacious in the inside, economical and is a newer car than alto and a Maruti Suzuki 
Brand name is always reliable. 
6. Like I had mentioned earlier to me celebrity endorsement is not really important as long 
a product is worth buying. 
7.  The most important factors for me would be the comfort level. This goes both for 
product and the service I get at the showroom. For instance in Emporio Mall Delhi, if I 
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ever walk into Salvatore Ferragamo showroom they would tend to help like if I was a 
preferred customer and would spend as much time on me as I want. But on the other 
hand in the same mall Louis Vuitton which is so overly crowded that if you want to 
purchase something you really need to get after the staff so that someone tends to you. 
&Žƌ ƐŽŵĞ ƌĞĂƐŽŶǁŚŝĐŚ /ĚŽŶ ?ƚŬŶŽǁ ƚŚĞǇ ůŝŬĞ ƚŽŬĞĞƉ ůĞƐƐ ƐƚĂĨĨ ƐŽ ƚŚĂƚ ŝƚ ƐĞĞŵƐ ƚŚĂƚ
their store is always crowded which in turn increases curiosity in other peoples mind 
that this store/brand must be really good as theres always so many people here. 
8. dŽŵĞŝƚǁŽƵůĚŶ ?ƚŵĂŬĞĂŶǇĚŝĨĨĞƌĞŶĐĞĂŶĚǁŽƵůĚŶ ?ƚƌĞĂůůǇĐĂƌĞŝĨƚŚĞƌĞ ?ƐĂŵŽǀŝĞƐƚĂƌŽƌ
a sports star or may be even a not known name endorsing that brand. 
9. Buying a watch is pretty crucial as this is one thing that everyone looks at when ever 
youre out in a social gathering. So the factors that would help me pick out the best 
watch for me would be (in a descending order):  Brand Name, Price, type of model, 
Design, Metallic / Leather, Size, Weight. 
10. The watch that I would buy between these options would definitely be a TagHeuer. As 
TagHeuer as a watch manufacturer has established a certain name in the market and 
with extensive marketing almost everyone I know, knows about this company,especially 
since Shahrukh Khan endorses it in India,he actually is the face of TagHeuer and in my 
opinion is the reason why the Indian market is even aware of a brand like TagHeuer. 
11. To me celebrities endorsing multiple brands do tend to send negative impact in the 
market as an icon like Shahrukh Khan is endorsing Tag Heuer and at the same time he 
ĚŽŝŶŐƉƌŽŵŽƚŝŽŶĂůĂĚƐĨŽƌ ‘ŽůůĂƌ ?sĞƐƚ ?/ŵĞĂŶůŝŶŬŝŶŐ^ŚĂŚƌƵŬŚ<ŚĂŶƚŽĂĐĞƌƚĂŝŶďƌĂŶĚ
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should bring some status to that product but if that icon is doing ads for really cheap 
things it kind of screws around with the viewers head. 
12.  
 
Sahara /ŶĚŝĂŶ ƌŝĐŬĞƚ ƚĞĂŵ  ?ĂƐ ŝƚ ?Ɛ ƚŚĞ ůĞĂĚ
sponsorer) 
Victoria Secrets Hot models 
Tata Nano Economical 
Bata Shoes Reliable 
Thums Up Akshay Kumar 
 
13. I think certain celebrities who care about their status would not endorse a product that 
is not up to the mark for their own use, so in my opinion they must be using them. But 
ŽƚŚĞƌƐ ǁŚŽ ũƵƐƚ ĚŽ ŝƚ ŝŶĐƌĞĂƐĞ ƚŚĞŝƌ ŶƵŵďĞƌ ŽĨ ĞŶĚŽƌƐĞŵĞŶƚƐ ƉƌŽďĂďůǇ ǁŽƵůĚŶ ?ƚ ďĞ
using all of them. 
14. Association of a celebrity to a brand: 
Pepsi-  Every single sports star I know (Cricket 
team) 
LoReal- Aishwarya Rai Bachchan 
Addidas- David Bekham 
Reid & Taylor- Amitabh Bachchan 
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Tagheuer- Shahrukh Khan 
Bournvita- ŽŶ ?ƚ<ŶŽǁ 
Whirlpool home appliances- Kajol 
 
15. dŽŵĞƉƌŽĚƵĐƚƐĞŶĚŽƌƐĞĚďǇĞŝƚŚĞƌƐƉŽƌƚƐ ?ĐƌŝĐŬĞƚ )ƉůĂǇĞƌƐŽƌĐĞůĞďƌŝƚŝĞƐĚŽŶ ?ƚŵĂŬĞĂŶǇ
separate impact. 
 
16. Yes, every other product has an advertisement from the smallest thing like a match box 
to a super car. They all have advertisements so to distinguish them from smaller 
products companies try to get their product endorsed by famous celebrities /sports 
stars, so that when their advertisement comes on tv it will definitely catch the eye of the 
viewer even its just for a few seconds. 
17. zĞƐ ? / ǁŽƵůĚŶ ?ƚ ĐĂƌĞ ŝƐ ƚŚĞ ĞŶĚŽƌƐĞĚ ĐĞůĞďƌŝƚǇ ŐĞƚƐĂŶǇ ŬŝŶĚ ŽĨ ƌĞǀŝĞǁ ĂƐ ůŽŶŐ ĂƐ ƚŚĞ
product has a good review. 
18. Three brands/products endorsed by a celebrity: 
Slice  W Katrina Kaif 
Tag Heuer  W Shahrukh Khan 
Boost  W Sachin Tendular 
19. Three brands / products with any celebrity endorsements: 
Surya  
HP 
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Tata Motors 
All the above mentioned companies have television commercials and newspaper 
advertisements. But I have never seen any known celebrity affiliated with them. 
Tata as a whole group has a lot of products and some of its products do have endorsers 
like Ranbir Kapoor endorses Tata Docomo. But Tata Motors does not have any endorser 
that I know of. 
 
 
 
Interview 3 
dŚŝƐƋƵĞƐƚŝŽŶŶĂŝƌĞŝƐĨŽƌƚŚĞƌĞƐĞĂƌĐŚŽŶ ?ŝŵƉĂĐƚŽĨĐĞůĞďƌŝƚǇĞŶĚŽƌƐĞŵĞŶƚƐŝŶ/ŶĚŝĂŶĐŽŶƐƵŵĞƌƐ ? ?
Please support your answers with reasons and relevant examples. 
1. Are you Brand conscious? To what extent do you relate brands to your status? 
Yes, I am very much brand conscious. I don't relate brands to my status, its just a 
personal thing that I am wearing good. Though it should be of good quality. Generally 
people relate brands to being expensive, I don't care even if a cheap brand is offering a 
good product. I don't really care about the status. 
2. Is it the brand or the endorsing celebrity that attracts you to the brand? 
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No, not at all. Many brands that I wear, I don't even know who is endorsing the brand. 
ITs the brand that attracts, their designs, looks, quality etc. Personally I have never even 
made an effort to find out who is the endorser the brand that I am wearing. Who cares? 
3. Does a brand depict a certain social economic status for you? (like does it define or 
determine your status in society or the class you belong to in society?) 
Personally for me it doesn't work that way. I do not let it define my status in the society. 
It should just look and feel good, thats about it. But for many people it does. I guess its 
the culture these days but then it as I said it doesn't affect me. 
4. Do you buy a particular brand because you think it enhances or shows your social 
economic status? 'ŝǀĞ ĞǆĂŵƉůĞ ŽĨ Ă ďƌĂŶĚ ƚŚĂƚ ǇŽƵ ǁŽƵůĚ Žƌ ǁŽƵůĚ ŶŽƚ ďƵǇ  ?ĐŽǌ Ƶ ƌ
conscious of how people may perceive your status if you wear a certain brand. 
Like I mentioned earlier I don't really care about the product. Its not like I go shopping 
for a particular brand or something. I just go to the market and pick up whatever I find 
nice. I will not buy a product just because it will enhance my social economic status. 
People will perceive your status if you are carrying any of the premium brands specially 
those ones that have their brand logo flashing around. For instance (for women) gucci or 
fendi bags. 
5. If you were to purchase a car, would you purchase a Tata Nano or a Maruti Alto and 
why?  
I would go in for a Maruti Alto because of several reasons. I don't like Nano as a car. 
Then it will not solve my purpose. I travel a lot on the highways/freeways, it is not a safe 
car to travel with in such conditions. 
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6. Have you bought or decided not to purchase any celebrity endorsed product available in 
the market, particularly because of a particular celebrity endorsing it? If yes, then what 
was the product and why? 
No, I have never purchased/not purchased any product because of a particular celebrity 
endorsing the brand. Again the reasons are the same. I look at the product (quality, 
design, price etc). My choice has nothing to do with the endorser. 
7. What factors are of most importance to you when you buy a particular brand?  
Design, quality, price. The three main things that I look at before buying any product. At 
the end of the day you have to use it so you should be liking it. 
8. Will it change your opinion or purchasing decision if there is no celebrity endorsing a 
product/brand?  
No, even if a celebrity is not endorsing a brand its not that I will not buy that product. I 
will still go ahead and buy it if I like it. Irrespective of my knowledge of the brand 
endorser. 
9. If you were to purchase a watch, what are the factors you would base your purchase 
on? (like as per priority what comes first- price, design & style, brand? 
First - Price (I will set a budget for myself, then go out looking for watches); Second - 
Brand, If I have the budget then I will go in for a watch that is manufactured by a watch 
maker rather designers; Third - Design, the ultimate decision will be made on the basis 
of the design. It should look good on me. 
10. For example if you have to purchase a watch, would you purchase a Titan Watch, a 
Guess Watch, TagHeueur watch or any watch will do? Give reasons for you answer 
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please.(like relate the brand status perception in your opinion, if you wear a guess watch 
how do you think the society would perceiver ur status as?) 
Well it depends on who is looking at the watch. If that person is brand conscious then 
he/she would form a perception about my watch. But personally I will go for a TAG (if I 
have the budget) since it is from a watch maker. But if I don't have the budget then just 
either guess, armani, tommy etc.. will do. It won't really matter. But ya since I am brand 
conscious I will pick up a designer watch. 
11. Do you think celebrities endorsing multiple products create negative publicity due to 
over exposure? Can you give some examples of some celebrities endorsing multiple 
products? (for example, Amitach Bachchan endorsing Navratan Oil ads, shahrukh khan 
endorsing fairness cream ads for men, what do you think of big stars doing such ads ) 
I don't think that these guys create negative publicity. They are just doing their job. The 
brand approached them with money and business. Thats it, they want the money and 
the brands want publicity (which they do get because there is no dearth of celebrity 
fans). Multiple endorsements - Sachin Tendulkar, Aviva Child Insurance, Luminous 
Inverter etc. MS Dhoni, Pepsi, Reebok, TVS Motors, Exide Batteries etc. Its all about the 
money. 
12. What is the first thing that comes to your mind when you see the brand names as 
follows: (one example shown for your reference below: 
Sahara Team India (Cricket) 
Victoria Secrets Eg: Hot models 
Tata Nano Cheapest Car for the common man, 
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replacement of a scooter 
Bata Shoes Cheap and durable footwear 
Thums Up Masculine aerated cola because Akshay 
Kumar endorses it 
 
13. In your opinion, the celebrities endorsing the products actually use them too or they just 
do it for the money? 
They just do it for the money until and unless the brand is a premium brand. For 
instance I am sure if Dhoni endorses lemon mobiles he will not use it. He would 
definitely use a better brand phone LIKE Nokia or Iphone or Samsung probably. Similarly 
Shahrukh Khan endorses a fairness cream for men, in my opinion of course he would 
not use it himself. Its just the money and business that makes them do certain segment 
endorsements. 
14. Please associate a celebrity you may think appropriate for the following products: 
Pepsi- Ranbir Kapoor Kajol 
LoReal- Priyanka Chopra ShahRukh Khan 
Addidas- Sachin Amitabh Bachchan 
Reid & Taylor- Amitabh Bachchan Priyanka Chopra 
Tagheuer- Shahrukh Khan Yuvraj Singh 
Bournvita- Yuvraj Singh Ranbir Kapoor 
Whirlpool home appliances- Kajol Sachin Tendulkar 
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15. Do you find yourself more attracted towards brands endorsed by cricketers or those 
ĞŶĚŽƌƐĞĚďǇŽůůǇǁŽŽĚĐĞůĞďƌŝƚŝĞƐŽƌŝƚĚŽĞƐŶ ?ƚŵĂƚƚĞƌƚŽǇŽƵǁŚŽĞŶĚŽƌƐĞƐŝƚĂƚĂůů ? 
It doesn't matter to me who on earth is endorsing the brand. Like I said earlier at the 
end of the day it is the product not the endorser that I am buying and using. Just 
because Shahrukh Khan is endorsing that fairness cream doesn't mean that I will go 
ahead start using it. 
16. Do you think there is too much celebrity endorsement advertising taking place on 
television these days? 
Yes, absolutely. It is filled with celebrity endorsements. Because there are people who 
are mad after these celebrities. They will get influenced by their favorite celebrity.  
17. Would you still purchase a brand or product knowing the endorsing celebrity has 
received negative publicity?  
Yaya, it won't matter to me. Even if the brand has faced a lot of negative publicity. Who 
cares? Buy the product if it is good enough for you. No one is going to kill you or even 
say a word to you. No one would question why you are wearing that brand. 
18. Name any 3 products/brands endorsed by celebrities in the market? 
Sachin - Aviva Insurance; Amitabh - ICICI Lombard; Chitrangda Singh - L'oreal. 
19. Name any 3 products/brands that are not endorsed by any celebrities 
(cricketer/Bollywood star/models/tv actors) in anyway? 
Vodafone - ZooZoo ads & the pug ads; Nano - As far as I can recall no one endorses 
Nano; Nokia (I think so). 
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Interview 4 
1. Are you Brand conscious? To what extent do you relate brands to your status?  
Yes I am brand conscious to an extent but I am not obsessed with brands. In the sense 
that not everything I wear is branded. Well brands might reflect ones status to an extent 
ďƵƚŽŶĞ ?ƐƐƚĂƚƵƐŝƐŶŽƚĐŽŵƉůĞƚĞůǇƌĞĨůĞĐƚĞĚďǇŝƚ ?ƌĂŶĚƐŵĂǇŚĞůƉŝŶĚĞƌŝǀŝŶŐ an idea 
ĂďŽƵƚĂƉĞƌƐŽŶ ?ƐƐƚĂƚƵƐ ?
2. Is it the brand or the endorsing celebrity that attracts you to the brand?  
Not really. If I dislike a brand, I dislike it even if my favourite celebrity is endorsing it.  
3. Does a brand depict a certain social economic status for you? (like does it define or 
determine your status in society or the class you belong to in society?)  
/ ĚŽŶ ?ƚ ƚŚŝŶŬ ŝƚ ƌĞĂůůǇ ĚĞƉŝĐƚƐ Ă ƐŽĐŝĂů ĞĐŽŶŽŵŝĐ ƐƚĂƚƵƐ ĨŽƌ ŵĞ ĐŽƐ ƚŚĞ ĚĂǇƐ / Ăŵ ŶŽƚ
wearing anything branded, I doubt if people will think I am poor. Its basically how you 
carry yourself. 
4. Do you buy a particular brand because you think it enhances or shows your social 
ĞĐŽŶŽŵŝĐ ƐƚĂƚƵƐ ? 'ŝǀĞ ĞǆĂŵƉůĞ ŽĨ Ă ďƌĂŶĚ ƚŚĂƚ ǇŽƵ ǁŽƵůĚ Žƌ ǁŽƵůĚ ŶŽƚ ďƵǇ  ‘ĐŽǌ Ƶ ƌ
conscious of how people may perceive your status if you wear a certain brand.  
At times yes. For instance Louis Vuitton belts are actually not really great to look at but 
the fact that it is LV makes me want to buy it. 
5. If you were to purchase a car, would you purchase a Tata Nano or a Maruti Alto and 
why?  
No never .not only because of their make but Nano is really an uncomfortable car and 
then the safety issues add up to making it a complete NO! 
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6. Have you bought or decided not to purchase any celebrity endorsed product available in 
the market, particularly because of a particular celebrity endorsing it? If yes, then what 
was the product and why?   
ŚŵŵŵŶŽ/ŚĂǀĞŶ ?ƚ QĨŽƌŵĞƚŽďƵǇĂƉƌŽĚƵĐƚ/ŶĞĞĚto like the product  Wjust because a 
celebrity is endorsing it does not give me a reason to buy it.. 
7. What factors are of most importance to you when you buy a particular brand? Style, 
utility, comfort are the main factors. 
8. Will it change your opinion or purchasing decision if there is no celebrity endorsing a 
product/brand?   
Not really. If I like a brand I will continue to like it whether or not a celebrity endorses it. 
9. If you were to purchase a watch, what are the factors you would base your purchase 
on? (like as per priority what comes first- price, design & style, brand? Brand, followed 
by design and then price. 
10. For example if you have to purchase a watch, would you purchase a Titan Watch, a 
Guess Watch, TagHeueur watch or any watch will do? Give reasons for you answer 
please.(like relate the brand status perception in your opinion, if you wear a guess 
watch how do you think the society would perceiver your status as?) 
A tag for sure because its stylish and is recognized by most people. Titan and Guess 
would be a complete no for me although Titan has got into brand extension and has 
come up with a higher range of watches, but at the end of the day it is still a TITAN- a 
brand for the common man!! 
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11. Do you think celebrities endorsing multiple products create negative publicity due to 
over exposure? Can you give some examples of some celebrities endorsing multiple 
products? (for example, Amitach Bachchan endorsing Navratan Oil ads, shahrukh khan 
endorsing fairness cream ads for men, what do you think of big stars doing such ads ) 
It does create a negative effect as the audience would feel that the celebrity is just 
endorsing the brand to make money and not because he/she swears by the brand. 
Amitabh and Shah Rukh are endorsing nearly 20 brands each.. the worst part is they 
endorse brands that one cannot associate them with. 
12. What is the first thing that comes to your mind when you see the brand names as 
follows: (one example shown for your reference below: 
Sahara Jet and cricket team  
Victoria Secrets Models 
Tata Nano Unsafe, but an affordable car for those to 
uograde from a two wheeler or no car at 
all 
Bata Shoes Ordinary shoes 
Thums Up Akshay Kumar 
 
13. In your opinion, the celebrities endorsing the products actually use them too or they just 
do it for the money?  
In all probabilities they do it just for money. I doubt Amitabh uses Navratna oil and 
surely Shah Rukh does not drive a Hyundai santro for sure. Celebrities should make it a 
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point to endorse only those brands that the viewers can associate them with. Navratan 
oil is hair oil for the middle class and Amitabh definitely does not have a middle class 
vibe to him. An average actor like Shreyas Talpade could endorse it!! 
14. Please associate a celebrity you may think appropriate for the following products: 
Pepsi-  Kajol  Katrina 
LoReal- ShahRukh Khan  AISHWARYA 
Addidas- Amitabh Bachchan    RANBIR 
Reid & Taylor- Priyanka Chopra   AMITABH 
Tagheuer- Yuvraj Singh             HRITHIK 
Bournvita- Ranbir Kapoor       IMRAN  
Whirlpool home appliances- Sachin Tendulkar    SONALI BENDRE 
 
15. Do you find yourself more attracted towards brands endorsed by cricketers or those 
ĞŶĚŽƌƐĞĚďǇŽůůǇǁŽŽĚĐĞůĞďƌŝƚŝĞƐŽƌŝƚĚŽĞƐŶ ?ƚŵĂƚƚĞƌƚŽǇŽƵǁŚŽĞŶĚŽƌƐĞƐŝƚĂƚĂůů ? 
/ƚƌĞĂůůǇĚŽĞƐŶ ?ƚŵĂƚƚĞƌƚŽŵĞǁŚŽĞŶĚŽƌƐĞƐŝƚĂƐ/ŬŶŽǁƚŚĞǇĂƌĞĚŽŝŶŐŝƚũƵƐƚĨŽƌŵŽney 
and not because they love the brand. 
16. Do you think there is too much celebrity endorsement advertising taking place on 
television these days?  
zĞƐĐĞůĞďƌŝƚŝĞƐĂƌĞƌĞĂůůǇŐŽŝŶŐŽǀĞƌďŽƌĞĚĞŶĚŽƌƐŝŶŐďƌĂŶĚƐ ?tĞĚŽŶ ?ƚǁĂŶƚƚŽƐĞĞƚŚĞŵ
all the time selling something or the other. 
17. Would you still purchase a brand or product knowing the endorsing celebrity has 
received negative publicity?  
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Yes I would. 
18. Name any 3 products/brands endorsed by celebrities in the market? 
Loreal, Tag Heur, Tissot 
19. Name any 3 products/brands that are not endorsed by any celebrities 
(cricketer/Bollywood star/models/tv actors) in anyway?  
Axe, Levis, Bata. 
 
 
 
 
 
Appendices: 
Figure No.1  W Sania Mirza with her winning trophy, after which she was flooded with 
endorsement offers 
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Figure No.2 
Shahrukh Khan endorses the brand Hyundai and it is one of the most popular cars in the 
Indian Automobile market. 
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Figure No.3 
Cadbury managed to reinstate the consumers faith in their products after this successful 
campaign led by Amitabh Bachchan. 
  
 
Figure No.4 
 
Sachin Tendulkar used the bat sponsored by MRF initially for most of his career, and has 
now changed to Adidas as seen below. 
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Figure No. 5 
 
 
Figure No. 6 
Priyanka Chopra and Aishwarya Rai endorse a wide range of brands and products that 
cater to different segments of the consumers. 
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Figure No.7 
Popular ad campaign by Vodafone was Zoo Zoo ads and the Pug ads. 
 
 
 
 
Figure No.8 
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Akshay Kumar endorses the Thums Up beverage drink and consumers remember the 
celebrity in the ads and not really the product. 
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